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VOICE of the TRADE 


OP in Lynn they tell this yarn: 
Cleopatra said the new shoes were 
tight on her toes and explained 
that what she wanted was a pair 
with plenty of room inside and 
not too big outside. 

“Just a jiffy, Queenie,” inter- 





ro 


rupted Ak-Ahm, the inventive shoe- 
maker of the Nile, and he took off 
the shoes that were too tight on 
the toes, got out his cutting blade 
and slashed the vamps across. 
“Now try ’em, Queenie,” he said; 


and she tried them and _ said: 
“There sure is plenty of room in- 
side.” 

The ladies of Egypt’s court did 
likewise, and that’s how it hap- 
pened that the fashion of sandals 
started and spread to the present 
period in which more sandals are 
being made than ever. 


A. S. PICKENS, who represents 
the Endicott-Johnson Corporation 
in Southern California, says: 
“There is no question but what 
we are in for a very good year 
here. It is very true that the ma- 
rine strike hurt business in the 
seaport towns; and that the seri- 
ous damage to the orchards, in 


the recent freeze, is having its ef- 
fect, but despite all these, mer- 
chants are planning for a good 
business and are going right out 
to get it, regardless of temporary 
set-backs. Retail stocks are in a 
good liquid condition, with cus- 
tomers paying their bills promptly. 
Better business must be prevalent, 
else they couldn’t do that. 

“Since last November, buying 
has been steady, with the dealers 
placing their orders for Spring 
shoes very early and somewhat 
heavier than before. Dealers, too, 
are more insistent on prompt de- 
liveries than they have been for 
many previous seasons. Business 
in the dark shades for women’s 


Goob 
ody TAR 


shoes is quite remarkable, a con- 
dition we expect to hold true until 
Easter selling. One reason why the 
dark shoes are going so good now 
is that the people are not trying 
to make their present shoes last 
until they buy their Easter whites. 
They are buying an extra pair now. 
There has been a great deal of 
speculative buying by the dealers 
in anticipation of rising prices, 
some covering on the staples; but 
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nothing which will later throw the 


‘buying budgets out of balance.” 


* * * 


SOLICITING business from those 
recently moved to a city is very 
apt to make lasting customers. The 
following letter, sent by Hof- 
heimer’s, Inc., of Norfolk, Va., is 
a fine example of just how to word 
such a letter: 





“A new adventure lies before you, and 
a glorious one—that of making a new 
home in a strange city. In these first 
few weeks, with so many choices before 
you, we proudly offer our services. 

“Hofheimer’s, Incorporated, have been 
specialists in shoes for over fifty years. 
Every scientific development has been 
studied from year to year and always 
Hofheimer’s has chosen the best for its 
patrons. Style and comfort can be found 
here for any price your budget demands. 
There are spacious departments for men, 
women and children—with fitters trained 
to advise the proper shoe from the stand- 
point of style and comfort. 

“For your convenience we also carry a 
beautiful assortment of accessories, in- 
cluding bags, gloves and hosiery. 

“We are proud to welcome you to this 
community and shall be pleased to serve 
you in every way possible. You are al- 
ways welcome, and a charge account can 
be arranged at your convenience. 

“May your home in our city be all that 
you wish it to be; may our friendship 
be a lasting one. 


Very truly yours, 
HOFHEIMER’S INCORPORATED.” 
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WALTER E. BAUMAN, president 
of the Michigan Apparel Club, 
says: 

“It is interesting to note that dur- 
ing times of prosperity a man 
spends proportionately more on his 
clothes than a woman; during de- 
pression, it is the reverse. The en- 
semble idea will sell men more 
shoes this season than ever before. 
A different type of shoe will be re- 
quired for each costume, each dif- 
ferent color that he wears. Ex- 
ploiting this trend tactfully will 
greatly expand volume.” 

Mr. Bauman represents the Hole- 
proof Hosiery Company and he 
makes it a point to be at conventions 
and style shows—like the recent 
Michigan Shoe Show in Detroit. 
Incidentally, his organization fur- 
nished the stockings worn by the 
models at the Detroit show. 


* * * 


CAPWELL, SULLIVAN & FURTH 
in Oakland, Calif., have a smart 
way of showing shoes to their best 
advantage. In the rear of the shoe 
department is a built-in case which 
has six mirrors, arranged in such 
a manner that a shoe displayed 
here is presented from three dif- 
ferent angles. The possible ques- 
tion in a patron’s mind as to heel 
height, the heel foxing and the arch 
is answered at a glance. 


* * * 





AS mid-February comes, thoughts 
turn to Henry Wilson, “The 
Natick Cobbler,” who was born 
February 16, 1812, walked bare- 
footed from his native town of 
Farmington, N. H., to Natick so 
as to get a chance to learn shoe- 
making; and finding the opportu- 
nity made the most of it. He be- 
came a shoe manufacturer and 
vice-president of the United States, 
and of such service to the nation 
that a figure of him now stands 
in the Hall of Fame in Washing- 
ton. 

The old story is recalled, as an 
example of perseverance, of Wil- 
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“FASHIONED IN U. S. A.” 
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—Raymond Twyeffort, nationally 
recognized authority on men's 
fashions, says: 

—"Europe is preparing for War; America 
is preparing for work. And the (fashion) 
stimulus behind that huge program of 
rehabilitation in this country is the 
color factor." 

—According to Mr. Twyeffort, the 
United States will soon be en- 
tirely free from fashion dictation 
from abroad because of the de- 
cadence of the Old World. 

—And this seems perfectly logical, 
not only from recent past history, 
but also from present trends and 
forecasts. 

—Hollywood is already an estab- 
lished source of feminine fashion 
creations for the Americans as 
well as for abroad. 

—And it's easily conceivable that 
New York City might become the 
authoritative center for men's 
fashions. 

—So, "Fashioned in U. S. A." must 
be regarded from now on as a 
slogan to conjure with. 


Zt & Veena, 


President 





son being so eager to obtain 
money, with which to get an edu- 
cation, that he once tried to make 
100 pairs of shoes, a week’s work, 
without stopping to sleep; but 
dozed off just as he was finishing 
the last pair. 


* * * 


6A STATE government should 
be conducted like a business enter- 
prise, Francis P. Murphy, New 
Hampshire’s new Republican gov- 
ernor and former general manager 
of J. F. McElwain Company de- 
clared recently. 

“Accounting is the foundation of 
scientific government. Govern- 
ment’s complicated structure must 
be taken out of the glass case in 
which we have kept it and brought 
into closer contact with the people.” 


He described his state as a “com- 
plicated business enterprise, col- 
lecting and spending money for 
numerous purposes in order that 
its citizens may the more easily 
earn their own livings. 

“Any firm in private business 
which is not guided by its books of 
account is bound to go under, for 
some day there will be more debts 
to pay than money to pay them. 
To govern the state of New Hamp- 
shire, as a whole, and to promote 
its prosperity in business fashion, 
we must have available the essen- 
tials of business accounting, that is, 
a balance sheet and income account 
for the state as a unit.” 


* * * 


IEF shoes were sold by weight, 


"instead of by size, then price fig- 


uring would have its complica- 
tions, for it takes a dozen or so 
pairs of party sandals to equal the 
weight of one pair of ski boots. 
And come to think of it, in no 
previous season have stores been 
selling footwear of such extremes 
in weight as this season—the ski 
boots being the heaviest yet of 
popular selling and the dancing 
slippers the lightest. 


* * * 
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S&S PEAKING of hobbies, and you 
have to have one these days if 
you are in the leather business and 
want to remain sane—William F. 
Hickey, New England manager of 
John R. Evans & Company, is re- 
vealed as a really excellent artist. 
Working in both oils and water 
colors, Mr. Hickey has produced 
work far superior to much of the 
commercial art being produced to- 
day. Many of his best paintings, 
eagerly sought after by friends, 
are Cape Cod scenes. 


MOORE than one hundred shoe 
and leather men who attended the 
last meeting of the Boston Boot 
and Shoe Club, heard James L. 
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Fri, lecturer on merchandising at 
Columbia University, paint a word 
picture of the enlightened con- 
sumers who, during 1930, looked 
with suspicion on the retailer “who 
failed to reflect declining costs in 
his retail prices” and who are 
now equally suspicious of the re- 
tailer whose prices do not show 
some reflection of the rising costs 
which these consumers see on every 
hand. 

In other words, Mr. Fri believes 
that women, who do most of the 
nation’s shopping, are well aware 
that retail prices should be higher 
and are inclined to the thought 
that there must be something the 
matter with the quality of mer- 
chandise which has not risen in 
price. They are now willing to lis- 
ten to the quality argument and 
are not so much swayed by price 
as they have been in the past. 


* * * 


E. G. HOWE, president of Howe 
Bros. Co., sole leather tanners, 
says in his annual report: 

“The tanning industry has con- 
tinued to maintain a_ substantial 
earning power during the past year. 
Hides have advanced materially in 
the last few months, which has 
made it desirable for us to carry 
a larger inventory of both raw 
material and finished product. We 
are operating the tanneries at ca- 
pacity, the shoe business of the 
country having reached its largest 
volume in history. We are looking 
for the continuation of a good 
volume of business during the ear- 
lier part of the year.” 


* * * 


BBOSTON stores recently rushed 
into print with advertisements of 
all kinds of garments for wear dur- 
ing snowy weather—the excuse be- 
ing that a snowstorm was just be- 
ginning to get under way at 8:30 
in the evening. By morning, how- 
ever, when the advertisements ap- 
peared, the snow had gone. It was 
the first which New England has 
had since before Thanksgiving 
Day of 1936. 


NEW use for shoe boxes! From 
Telluride, Colo., comes the infor- 
mation that a sixteen-ounce baby 


1937 


boy was kept alive in an impro- 
vised incubator in the snow-bound 
mining camp of Ophirloop, twelve 
miles from Telluride. 

Although> the baby was born 
prematurely, in a crude mountain 
inn, with the temperature near 
zero, the physician said he had an 
“excellent chance” to survive. The 
parents are Mr. and Mrs. Raymond 
Buss. The hastily-contrived incu- 
bator, a shoe-box, provided warmth 
for the child. 


A PULLMAN NIGHT 
The porter polished all the shoes, 
and set them in a row, 
And they all fell to gossiping. 
Each had a tongue you know. 
There was a little rivalry. 
When one would start to tell 
A thing, another one would know 
The story quite as well. 
They chatted long and eagerly, 
And shared a little mirth. 
Then each in fresh resplendence 
stood 
Under the proper berth. 


People who put them on next day 
Would have blushed o’er and 
o’er, 
If they had known what had been 
told 
Of them the night before. 
CLARENCE EpwIN FLYNN 
* * * 
GOLDEN anniversary! John F. 
Kirby opened a shoe store in Dan- 
vers, Mass., fifty years ago and 
advertised the opening. Now, mark- 
ing the golden anniversary, he is 
advertising his gratitude to cus- 
tomers for their faithful patronage. 
His son, Francis H. Kirby, is in 
the business. The Kirby’s have 
served three generations of Dan- 
vers’ folks with footwear. 
* * * 
FFRANCES SHEA, sales manager 
of the Barbour Welting Company 
of Brockton, sees the use of a fine 
bead colored welt in men’s formal 
dress footwear as a development 
of the not too distant future. View- 
ing the increase of color in men’s 
wear generally, he thinks it not 
improbable that a white welting, 
or blue, in contrast with the black 
of a man’s patent leather or smooth 
calf dress oxford, would not only 
be a welcome relief but would be 
strictly in line with the trend in 
men’s styles. 


Secale ee 
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"Tell Mr. Guppy to step in here.” 









The bandalette sandal in Corona- 

tion shades for the resorts and 

fF gold or silver kid for evening is 

f° es proving an outstanding success 
on the coast. 
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Shoes 


Between-season promotions on the 
Coast provide a preview of what 
other sections can sell in the 


coming month. 


A new use of kid and patent leather combination. In black, 
brown and navy this type of shoe is important in the in- 
between season. 


Borrowed from the ghillie, this smart walk- 
ing shoe of dark brown baby calf empha- 


sizes the vogue for cut-out effects. 


December 26. Opening newspaper campaign with prints, 
resort wear and sportswear taking the lead. The reason for 
opening with this type of merchandise is because so many 

b & people go to the desert at this time of year. 
od 4 January 4. Blue promotion. Marine blue mainly in kid- 
PAUL KIRSH skins, some fabrics and patents. 
M r Shoe Salon i 
we ‘ite te jouer a for Sportswear ranging from Navy to 
Los Angeles. poe . 

January 11. Terra Cotta tan calf in pumps and ghillies. 
Blue suits were shown in this connection. 

January 18. A beige promotion for ready-to-wear in 
which dark shoes, particularly dark blue, brown and black 
were shown in contrast. The browns were particularly 
active. 

February 8. “Swinging Into Spring With Singing 

‘vid colors, icu- 







Colors.” Now the light wine tones, vi 
larly the Coronation shades in shoes were promoted. This 
is the very first of the Spring promotions. 
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A NEW in-between season termed the “California 
Season” is proving a logical promotion which is the 
direct means of selling many extra pairs of shoes. 
This season is a prelude to the Spring openings, 
as it starts the day after Christmas and continues until 
the middle of February. It antedates the local Spring 
season by some 45 days and the Northern and Eastern 
Spring selling season by 60 to 90 days. The direct 
effect is a wonderful stimulant to business for the sale 


The classic pump of baby calf in a new shade of Terra Cotta 

called “Red Earth,” with built-up leather heel makes a strong 

fashion appeal and is a smart complement to black, navy and 
beige. 


of new top grade shoes during January and February. 
Literally hundreds of people buy new shoes at this 
time who would be content to drift along with either 
their current footwear. 

This “California Season” was first recognized by 
Robinson’s. It is an extra season granted Southern 
Californians by their. balmy climate, and even though 
the weather this year played some tricks, “between 
season shoes” were just as successful as ever. 

Many of the shoes sold at this time will make 
jaunts into the desert. Many more of them will stay 
right in town, brightening up many a lunch scene 
and coloring the grandstands and boxes at the races. 

Selling smart new shoes, top grade ones too, if you 
please, in volume during the first 45 days of the 
year is an achievement which means there is no slack 


of the California Season 


period in the shoe section. Shoe windows for this pro- 
motion were installed on December 24th, with the 
introductory advertisement on December 26th. 
Entirely different patterns, colors and materials are 
brought out during this in-between season than dur- 
ing the Spring season. This means practically no light 
colors or whites and few sandals, the obvious excep- 
tion, of course, being the shoes bought for distinctive 
desert and resort wear, all whites or “white and.” 
The one great advantage of this promotion is that 
when it is time to show, publicize and dramatize Spring 
[TURN TO PAGE 39, PLEASE] 


Joan Perry wearing one of the new basket weave beige suits in 
Longchamps beige with pumps in calf and suede combination of 
Chaudron—darker brown scarf and hat band. Miss Perry is co- 
starred with Ralph Bellamy in Columbia’s “Counterfeit Lady.” 
Miss Gwenn Walters, Columbia’s Fashion Editor, chose the 
frocks and shoes from J. W. Robinson Company's stock. 
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Most 
Disastrous 


After flood waters subside. A 
photograph taken just after 
last year’s disaster, which 
shows in a striking way the 
condition of some shoe stocks. 


HIEAVY current continues to sweep lower Ohio River into the Mississippi, 

expanding the. flood regions to New Orleans. Economic consequences are 

great, and although shoes are an incidental to the disaster, they play a 
vital part in reconstruction. 


ALLL the world has read with breathless interest the 
story of the devastating floods that, during the past 
fortnight, have swept along the valley of the Ohio 
River and into the Mississippi, spreading terror into 
the lives of over 1,000,000 families. And the end is 
not yet in sight. The unseasonal flood in January was 
said by Governor Horner of Illinois to be “the greatest 
disaster since the Civil War.” Its effect on the people 
and cities, towns and villages remains to be seen; 
but every facility of the Red Cross, the Government, 
the Army, the W.P.A. and all public and private aid 
is being put at the disposal of the flood-stricken popu- 
lations. 

Modern floods, in the complex civilization of today, 
affect every person and every industry in America in 
some way or another. Previous floods usually affected 
only the poor, living in the low-lands and even in cities 
the rule of the flood was to hit those stores in the lower 
sections of the town. But this terrible flood was a 
universal sweep of cities and towns, sparing only those 
on the hills; and the waters put out of commission 
power stations, pumping stations, gas, oil and water 
sources and even food supplies—so cities and towns 
were like ghosts in a glossy, oil-scum, sea. 

Water is receding from the cities in the Upper Ohio 
and the danger of panic and disease will be present 
during the Spring months, with the ever-present fear 
of more high waters at the time of year when it is 
their custom to swell with the release of snow and ice. 

The heavy sluggish current carries a constant stream 


of broken houses and furniture and the debris of civili- 
zation along—for this flood is covering area never be- 
fore touched by high water. 

Waters receding bring problems to those merchants 
and business men who rush in to salvage as much as 
possible of their homes and stores, factories and build- 
ings. Whether the home comes first or the shop—the 
problem is the same for the removal of six to ten 
inches of river mud, thick muck—in the unbelievable 


disorder of a receding flood. 


MMIERCHANTS who have been through floods suggest: 
First—a careful examination of the ledgers—book or 
card—to restore the records before they become matted 
into plup. In card form, providing a good ink has been 
previously used, the process of drying is easier, although 
cheapness of paper and lack of waterproof ink—be- 
cause it might have been more economical and speedy 
to use water-base inks—may show a complete mess. 
Experience in previous floods indicates that credits, 
although long deferred, are usually paid, for the pub- 
lic acknowledges its obligations when presented, but 
no bills and no records, no eventual money collections. 
So the first thing to do is to preserve the records, even 
though the place looks like a stable and smells the 
same. 

Make sure the heating system, and particularly the 
electric wiring is gone over by experts before heat and 
light are turned on, for fires follow floods; and insur- 
ance policies are void in case of fire after flood dis- 
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Flood in American History 


aster. This point is important and deserves early re- 
construction attention. 

What can be done to stocks of shoes? Not much. 
The flood came in-between-seasons, with most stores 
conducting clearances. This does not mean that inven- 
tories were low (because the going-stock of any store 
is sizable) but it does indicate an easement from the 
plus-financial burden of fresh Spring stocks ruined, 
as is the custom in late Spring flood losses. The stocks 
are a mess, for the heavy current of a running river 
moves all articles, floatable or solid, to the side of the 
movement of water. All cartons are a gluey, sticky pulp 
over the shoes or washed away entirely. All shoes 





RIVER SYSTEMS FEEDING THE FLOOD ZONES ALONG THE OHIO AND MISSISSIPPI 


Frankfort: 
emeoval of 


CREST OF THE FLOOD SWEEPS ON SOUTH 


f village 
by 1.200 citizens. 


These two maps, pub- 
lished in the Chicago 
Daily Tribune, give an 
idea of the vast extent of 
Middle Western territory 
affected by floods which 
swept down the valleys of 
the Ohio and Mississippi 
rivers and tributaries. The 
captions tell the story of 
flood conditions as they 
existed last week when the 
maps ar i in the 


une. 


under water are nearly valueless, unless properly dried 
on lasts and even then of little value as wanted mer- 
chandise. The grocer, with his canned goods, may be 
in for a re-labeling job; but the shoeman, with his 
perishable stock, is in for nearly a total loss. 

Any stock that is presentable merchandise should be 
dried slowly, and in some cases manufacturers will 
aid in restoring merchandise, although this is a prob- 
lem of negotiation by letter prior to shipment. One fac- 
tory received universal good will last Spring by refin- 
ishing all shoes of its own make, without charge. 
Whether it can do the same again, is all a matter of 
volume of footwear affected and facilities of the plant 
to do the work. The losses in shoes run into the millions 
of pairs. Someone has said $50,000,000 worth of shoes 
have been affected by the floods. Whether this is so 


or not depends on viewpoint. It is obvious that there 


_were hundreds of shoe stores in the valley of the Ohio; 


and although some warning came, the question is 
whether shoes were lifted high enough to escape the 
waters. 


THIS is certain—that the footwear of nearly 1,000,000 
families was destroyed in homes, completely inundated 
by the waters. Most of these shoes were of types that 
preclude restoration. When refugees came into Chicago, 
several hundred miles away from the flood regions, 
they appeared in sandals, sneakers and unbelievably 
fragile footwear—in spite of the fact that it is Winter 
and snow and water and rain abound. 

In case the merchant has machinery—and universal- 
ly automobiles are owned—the rehabilitation is a ma- 
chine-shop task, necessitating complete attention and 
re-assembling after oiling, etc. All X-ray fitting cabi- 
nets are ruined; all dynamos and motors must be 
rewound and rebuilt. Floor coverings should be lifted 
and carefully dried; and in the case of linoleums, 
reoiled and waxed. Swollen wood-work takes a length 
of time to renew its usefulness, so if finances permit, 
the entire interior should be replaced. It is possible to 
refinish a store with wall-board, paper and paint, after 
the building has been inspected and permit for re- 
building issued. The cost for such replacement is not 
as great as the refinishing of old equipment. 

[TURN TO PAGE 54, PLEASE] 
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of Returns and on What Should Be 


THE returned shoe problem is becoming more and 


more serious, according to shoe buyers. In a study 


made of this condition, certain facts stand out in bold . 


relief. 

The public, more especially the younger generation, 
from twenty to thirty-five years old, is buying much 
more intelligently. Forty million people in this coun- 
try have a high school education or better; conse- 
quently they are demanding more for their money in 
the way of style and service. 

This condition definitely points to a period of re- 
ducing returns for capital and investment in shoe retail- 
ing. More service has got to be put into the sale of 
shoes if shoe stores are to hold the business. 


From substantial shoe retailers whose sales’ volume — 


runs into the hundreds of thousands of dollars annual- 
ly, have come these assertions which have a bearing on 
the subject of returned shoes: 

High-style, high-grade shoes are more difficult to fit 
perfectly than other types. 

The modern high-style lasts are not easy to wear 
on many feet on account of the lasts being too short. 

Women who are wearing fine, high-style shoes are 
more insistent on good fitting, comfortable shoes than 
ever before. 

Four condensed statements compiled from a series 
of interviews present the wide variance of opinion 
among retailers in the matter of returned shoes. 
They are: 

1, Shoes returned by customers are increasing at 
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MANY SHOES 





Buyers Express Their Opinions 





on the Reasons for the Rising Percentage 


so fast a rate that this condition has materially in- 
creased the overhead. 

2. Shoe departments have shown a marked decrease 
in the number of shoes which are being returned for 
credit, exchange or refund. 

3. There is no difference in the number of shoes 
which the trade is returning. 

4. Charge business is gaining considerably and re- 
turns are increasing in even greater proportions. 

Just why should there be such a variance of experi- 
ence in the answers of these buyers? For the answer, 
let’s compile four composite interviews, each one of 
which will be based directly on a series of talks with 
a group of retailers of the same general class. 

Percentages of returned shoes compiled from large- 
sized, family shoe stores indicate a steadily rising in- 
crease of returned shoes, according to one viewpoint. 
This percentage is at least one per cent greater than 
it was a year ago on the average. 

Taking the averages of several stores doing a com- 
parable job, the store-wide ratio of returns is close to 
16 per cent. Broken down into departments, the ratios 
will average: 


Women’s fashion shoes retailing from $8.75 to $16.50... 23.5% 
(Including mail orders) 


This department without mail orders............ 214% 
Mail order returns for this department.......... 39.0% 
Women’s shoes retailing from $5.00 to $8.00........... 144% 
Corrective shoe department.........................4. 145% 
Cobeia Mee A ESS 14.6% 
Pere AN OR Ee 4.6% 
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By HARRY R. TERHUNE 


FLY BACK HOME... 


This startling difference in returned shoes between 
two different women’s shoe departments under one 
roof, gave rise to the voicing of the purported causes. 
In all stores queried the established policy is not to 
sell shoes unless they fit correctly, yet out of 100 pairs 
sold, 21 pairs are returned, mostly with the asserted 
complaint of their not being comfortable. 

The public is paying for comfortable shoes and ex- 
pects comfortable shoes, especially in style merchan- 
dise which retails above the $8.50 mark. Several buyers 
expressed doubts if the manufacturers of fine shoes 
had given serious thought to the making of comfortable 
shoes, along with the beautiful shoes they are turning 
out so well. Regardless of the beauty of the shoe, there 
must be comfort in high fashion shoes, it was repeated- 
ly asserted by many buyers. 

To quote one well-known operator: “In my store, 
returns in shoes retailing from $4.50 to $6.50 are half 
what they are in shoes selling at twice those prices. 
This means the higher the price, the worse they fit and 
the greater the returns.” 


@ THER buyers rather doubted that statement as they 
put forward the claim that the reason for shoes being 
returned is not so much a matter of fit as it is the fault 
of the buyer. “For years,” said one, “the trade has 
been preaching more sizes and fewer styles. Now, 
with the greatest assortment of patterns, lasts and color 
combinations ever presented to a buyer in the history 
of shoe retailing, the subtle trend is to spread the buy- 
ing budget out over too many styles. 

“Tt takes courage to pick out just the things one 
knows will sell best, then to buy real sizes on these 
numbers rather than buy some of this and some of 
that. Isn’t it better to eliminate frills in buying 18 or 
24 pair lots when it comes to high-price, high-style 
shoes and thus reduce positive large markdowns and 
even more expensive returns?” 

A multiplicity of styles makes it doubly hard on the 
shoe. fitter and also works toward having the customer 
return more shoes than she normally should, reports 
another rather important buyer. Showing customers 
so many shoes in an endeavor to arrive at a satisfac- 
tory fit, leads to a greater state of indecision on the 
part of the consumer. As a rule customers do not 


Common Reasons Why Customers 
Return Shoes 


Discomfort due to poor fitting qualities. 
Inadequate sizes in wanted styles. 


Multiplicity of styles, which tends to con- 
fuse customers. 


Abuse of too liberal return policies. 
Influence of charge account policies. 


Poor judgment on the part of salespeople 
in selling. 


know what they want, so there is a tendency to over- 
sell on the part of the shoe fitter, for he must make 
his book. This is true in the case of stores whose estab- 
lished policy is to be more severe for missing fittings 
than for missing sales. 

So much for the larger family shoe stores situated 
in metropolitan centers. And now to turn to the de- 
partment stores catering to the top grade trade. Buyers 
in these stores all stated that their return shoe ratio 
was quite a little less than it was a year ago, while 
their charge and cash business has shown a most satis- 
factory increase during the same period. 

For the first six months of 1935 returns averaged 
20.6 per cent in these stores, while this year they are 
18.6 per cent, a decline of 2 per cent. This is about 
5 per cent less than is reported by the exclusive shoe 
stores selling comparable grades. 

Department store buyers acting either on their own 
initiative or else as a result of sessions “on the carpet” 
have concentrated on fewer styles and bought more 
selling sizes with their money. What is equally impor- 
tant, they have made a thorough intensive fashion study 
and have become more authoritative on styles. For 
the most part this information. has been transmitted to 
their salespeople. 

Questioning department store buyers on the returned 
goods problem brought out a consensus of opinion 

[TURN TO PAGE 38, PLEASE] 











mann’s of Pittsburgh. 
Accessories are used 
to complete the fashion 
picture and give added 
interest. Note interest- 
ing shelf displays of 
shoes and accessories 
in background. 
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play at Zimmerman’s 
new store, San Antonio, 
Texas, (left) which 
makes use of the back- 
grounds of two win- 
dows and central island 
display case to show 
a great variety of styles 
and patterns. This ar- 
rangement attracts at- 
tention and shows the 
shoes to advantage. 





TIME TO PLAN FOR SPRING 


Window Displays and Advertising 
Most Effective When Timed to the 
Calendar, with Careful Considera- 
tion Given to Results and Experi- 
ence of Previous Years—Sales Pro- 
motion Division of Department Store 
Group Told How to Plan and Pro- 
mote by Boston Authority. 


NEXT month marks the beginning of Spring, if we 
follow the calendar, but most shoe merchants are way 
ahead of it. In the South, Spring. promotion is well 
under way, and even in the North shoes stores are 
giving their customers an early glimpse of Spring 
shoes in early window showings. Retailers who make 
it a rule to map out well in advance their program 
for a season’s promotion know exactly what they will 
show and say in windows and advertising between now 
and the beginning of Summer, subject, of course, to, 
the inevitable changes that may come about as a result 
of developments that could not be foreseen in ad- 
vance. 

Unfortunately the number of retailers who operate 
in this manner is much too small. Too many shoe 
men make up their promotion plans as they go along, 
or follow only a rough outline in scheduling, planning 
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and preparing advertisements and window displays. 
That isn’t the best way to do the job and it isn’t the 
way that is conducive to the best results. Resultful 
advertising and sales producing displays come only 
as a result of study and of plans carefully considered 
and matured with thoughtful deliberation. Good win- 
dows and good ads must express good selling ideas, 
and such ideas, unfortunately, do not always come on 
the spur of the moment. 

Emphasis was given to the importance of this careful 
planning of windows, advertising and other forms of 
publicity at the Sales Promotion Division conference 
of the recent convention of the National Retail Dry 
Goods Association, held at the Hotel Pennsylvania in 
New York. How advertising and window displays can 
be more efficiently planned in advance instead of re- 
sorting to “last minute” haphazard methods was em- 
phasized by Ralph U. Brett, of Timothy Smith Co., 
Boston. Mr. Brett said in part: 

“The subject seems to divide itself logically into 
three major parts, not one_of which is complex or 
difficult of achievement. First, a method of advance 
planning—second, getting plans before the organiza- 
tion—third, the proper execution of the plans. Let 
us consider first a method of advance planning— 
keeping in mind that it shall be applicable in a 
smaller volume store. 


“The management must of necessity have a policy 
—a way of doing business that has grown out of an 
original idea of the founder or a tradition in the 
Community. It is at least the result of years of growth 
and constant effort at building good-will. In many 
cases this policy is sort of a visionary idea just hang- 
ing in mid-air somewhere about the business. It is 


PROMOTIONS 


the job of advertising managers to assist management 
in the crystallization of this policy—getting it agreed 
upon and getting it down in black and white for all 
to read, understand and follow. Once this policy is 
clearly defined further plans can be attempted which 

will always be consistent with the goal of the store. 
“After this preliminary step is taken, the first actual 
periodical plan should be laid—and for a year in 
advance. Naturally this scheme will be general in 
nature—but it should certainly be tied in with all 
merchandising and general store plans. Consideration 
must first be given to past history. What has been 
accomplished in other years? Which events proved 
by their results to be what your customers liked? 
Which were not productive of immediate returns but 
nevertheless did the store good? Which departmental 
promotions should be repeated? What new approach 
[TURN TO PAGE 35, PLEASE] 


Above is an attractive window display of 
children’s shoes from the new store of 
Bon Marche, Inc., in Asheville, N. C., 
where E. N. Mallonee is the display direc- 
tor. Interesting displays of children’s 
shoes are extremely important in stimulat- 
ing the business of the juvenile department. 


At the left is an ingenious and effective evening 
footwear window by Dalsimer’s, Chestnut Street, 
Philadelphia. The cost was negligible. Table 
linen, chairs, glassware, etc. were borrowed from 
a neighboring testaurant, robe and muff from 
an apparel shop. The display was designed by 
Mr. Carrigan, window decorator, Dalsimer store. 
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Economie Consequences of the Floods 


A MAJOR disaster affecting over 1,000,000 families 
directly, and an entire nation indirectly, is too serious 


a subject to discuss without appreciation of the 


American philosophy of cooperative recovery at any 
cost to the nation. So the economic consequences of 
losses of property, goods and services running into 
the billions should be approached, not from the view- 
point of a set-back to the progress of a nation, but 
from the stand “how soon can everything be restored” 
so that prosperity may continue to rush ahead. 

To the individual family and to the merchant or 
manufacturer, the minute water recedes, the work must 
go on—accelerated by the delay, debris and damage. 
All believe in one thing and one alone—return fo the 
condition of being a going concern, a continuing family 
home and “the sooner the better.” Millions on millions 
will be borrowed to rehabilitate homes and businesses, 
for the American Spirit brooks no delay. 

So what might be a definite halt to prosperity and 
increased purchasing power may, in the light of modern 
cooperative economics, be an instrument of accelerated 
business. Perhaps on no spot elsewhere, the world 
over, would the forces of rehabilitation get into so 
speedy action. Our government is helpful to the Nth 
degree—army engineers to restore habitability of 
cities, towns, communities and farms—governmental 
loans and direct expenditure to clean-up and to restore 
the great region in the Valley of the Ohio and the 
wide-flung courses of the Mississippi. It will not be 
for want of Federal assistance that restoration will be 
delayed—only more water in the natural flood time of 
Spring can retard complete restoration in 12 states. 

To the individual merchant of shoes, caught in the 
flood regions, the sympathies of an industry and a na- 
tion go out—a tolerance for his financial plight will 
be tempered by his business needs as well as his past 
record in business. A merchant who has been in busi- 
ness for a number of years and whose roots are deep 
in the community will find credit and confidence to 
aid him, even if he has to start afresh with a burden 
of losses on his back. He has licked adversity before, 
and can do it again. Loss of one season’s stock, laid 
down against the business of the past and the prospects 
of business in the future, is something that is measur- 
able not in terms of adversity but in terms of hopes, 
ambitions and renewed business. 

Purchasing power of these communities will spring 
back with amazing rapidity—zmillions of workers will 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


be needed, for Nature gone wild is never mild. Make- 
work programs of Federal planning should cease so 
that man-power can be put to the task of reconstruc- 
tion, and prevention of future flood losses in health, 
homes, businesses and work. 

Our entire understanding of modern economics is 
changed by this major catastrophe. The only retarding 
factor, after the waters subside, is the lack of inven- 
tories elsewhere in the nation. There are not in fin- 
ished form and fabrication enough motors, generators, 
wiring, brick, cement, iron work, wood furniture and 
supplies to replace what has been lost in the floods. 
Shortages for a short time will be shown in everything 
from shoe cartons to sock-linings—incidental as this 
example may be—the seven years of financial drought 
have short-inventoried everything. So the need for 
goods and services in the flood regions causes reper- 
cussions throughout the entire nation—making for a 
short time a seller’s market in goods and services that 
may influence price levels—of everything. 

Who, therefore, can stand and say—disaster means 
losses and losses bring bad times? In the economics 
of this new and strange world of ours it may be catas- 
trophies of Nature, like wars, make work—make pur- 
chasing power—make false prosperity—let the day of 
reckoning be put off. But some day all this must be 
paid for—and it will be principally in taxes and in 
general business operating on the basis of profitless 
volume. It is obvious that with less than $70,000 
in flood insurance premiums paid, that major catas- 
trophies cannot be covered by insurance—the rates are 
too excessive in regions subject to floods—and no cus- 
tomers for such insurance on hill-tops to average the 
burden. 

If the American public is as improvident in its 
savings for emergencies such as this, as it is in its selec- 
tion of Winter footwear—for we have seen refugees in 
strap and strip sandals—then the market for money 
in credits and the market for shoes of some substance 
and use—is the greater because of Nature’s unseasonal 
upset. If a plus-market for 10 to 50 million pairs of 
shoes is the result—truly the economic consequences 
of the floods will be felt far and wide in more work, 
more credit, more money spent and more of everything. 
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WHY 
Individualized 
CORRECTION WITH 
DR. SCHOLL’S ARCH 
SUPPORTS IS SO 
EFFECTIVE 


No person’s two feet are 
exactly alike. One may be 
affected to a slight degree, 
the other to an extreme 
gree. 
Only individualized cor- 
rection can meet each cus- 
tomer’s individual’ needs. 


You meet these specifica- 
tions mine 20% fit Dr. 
Scholl’s Arch Supports. 
ienti y designed for 


type and de of 
anak Banas Irma they are 


MOLDED to each person’s 
individual needs on Dr. 
Scholl’s Arch Fitter. Then, 
periodic adjustment, as 
the condition improves, 
the arches are gradually re- 
stored to normal. Fit 
properly and you'll have a 
ifelong customer for 
shoes every time. 


No such rerults are pos- 
sible in 3 ge “arch 


support” shoes of one 
tmadond clavadion @o-fe alt 


feet. 

Satisfy customers—fit 
them with DR. SCHOLL’S 
ARCH SUPPORTS! 








0 ARCH SUPPORTS’ 
CORRECT? 


Orthopedic Science emphatically says 


me ie 


OUR ADVERTISING IS MAKING THE PUBLIC 
CONSCIOUS OF THIS FACT! 


There are probably over 30 MILLION sufferers 

from Arch Conditions in America. This will give 

you an idea of the tremendous potential sale 
for DR. SCHOLL’S ARCH SUPPORTS! 


America is fast getting foot conscious in a big way. The facts of foot 
economy are at last becoming better understood and appreciated. This 
enlightened public opinion, among other things, is resulting in a tremen- 
dously increasing demand for Dr. Scholl’s Arch Supports, and the reali- 
zation that no so-called “arch support” shoes can take their place in 
relieving and correcting foot arch conditions. 


DR. SCHOLL’S NATIONAL ADVERTISING 


Our big space advertising in the leading national mag- 
azines, and the influence of over 150,000 Physicians 
whom we are reaching through the ethical press, are 
helping to shape public opinion to these ends. 


This gigantic reservoir of pent up demand—millions of foot 
arch sufferers—is now being tapped by us through our large 
scale advertising. Shoe dealers from Coast to Coast are doing 
a record business in Dr. Scholl’s Arch Supports. 


ARE YOU IN THIS PICTURE? 


Are YOU alive to this newly awakened public demand and 
taking advantage of it by featuring and preaching the virtues of 
Dr. Scholl’s Arch Supports? Don’t let this highly profitable 
ae through your fingers and into 
ands of your competitors. The demand 
has only started. It will grow bigger and big- ons & aes n ‘OME wt a one _ 
ease schtoh ah | ap bine. Seb Seley 0 See Goncatentonce Come ce Se 
investment necessary to have a complete line of H . Scholl's 
Dr. Scholl’s Arch Supports—a mere fraction of _ | Pllences. Write for enroliment blank. 
what it takes to “cor: 














rective” shoes—and the Write for new catalog 
: : ld % 
quick turn-over you get in Dt Scholl Ss THE SCHOLL MFG. C0., i 


Dr. Scholl’s—could you ask Fo OT Co 
page ag Proce MFORT 213 W. Schiller St., Chicago, Ill. 
for this lucrative business TRADE MARK 


and you'll GET it. Start SERVICE 62 W. 14th S¢., New York City 
NOW! 112 Adelaide St., E., Toronte 


Df Scholls 


ARCH SUPPORTS 


AND APPLIANCES AND REMEDIES FOR ALL COMMON FOOT TROUBLES 





When writing advertisers please mention Boot and Shoe Recorder 
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By HARRY RB. TERHUNE 


Other 
People’s 


Ideas 


Field Editor, BOOT AND SHOE RECORDER 


PERSONAL trade in the Des- 
mond clothing store, Los Angeles, 
is highly prized. Boys in the shoe 
department, says Buyer Frank J. 
Crapo, make special efforts to have 
as many names on their “P.T.” 
list as possible, for that means 
more business for each of them. 
Each man on the floor has a per- 
sonal “P.T.” file which he watches 
very closely to see that the repeat 
business is all that is should be. 

Personal calls, an occasional 
phone call, the use of letters and 
postals personally signed all help 
to keep the trade posted on the 
new and regular shoes in the store. 
A form has been prepared which 
is a great help in keeping the 
“P.T.” file record accurate, for 
many changes are always taking 
place in addresses, and in new 
people being added and old names 
that should be taken off. A copy 
of this is given to show its com- 


pleteness. 
* * * 


A SHOE store is usually a de- 
serted place in the mornings—yet 
salespeople are on duty, drawing 
their salaries. The force can’t be 
cut because the peak of business 
comes in the afternoon—and it’s 
good service that sells. 

So it’s up to shoe dealers to 
stimulate morning business—peo- 
ple are really adjustable when it 
comes to time if there is an in- 
centive. Arrangements can be 
made with one of the local the- 
aters whereby a free theater ticket 
can be given with every pair of 
shoes purchased before 12 o’clock 
noon. This brings them out—chil- 
dren know and tell their parents 
just where to buy their shoes—and 
it’s not the children alone, but also 


Charge [) 
REQUEST TO HAVE STORE PATRON ADDED TO P.T. LIST 


Cash (] 





CUSTOMER'S NAMB. 


(print, do not write) 











Last Name 
ADDRESS CITY. 
NOTICE OF 
CHANGE OF ADDRESS (OLD ADDRESS) 
CHANGE TO CITY. 
SALESPERSON a CU 





TAKE OUT OF MY P.T. FILE 1 


PUT INTO MY P.T. FILE () 


(Indicate by check mark) 





REMARKS. 





Form used in shoe department of Desmond clothing store, Los Angeles, to 
keep accurate file record of “P.T.” customers. 


the parents who seek out the shoe 
store making this offer. 

The benefit from this offer is 
threefold—your sales force is kept 
busy enough to justify their wages 
—you give better service to cus- 
tomers when not rushed and you 
are boosting the local theater and 
helping it over the rut also. 

* 7 * 


*6TTHERE are no end of new an- 
gles to work in getting new people 
into a shoe store, especially when 
one is located in a section similar 
to ours,” T. A. Pratt, proprietor 
of the Westwood Hills Boot Shop 
tells me. This smart store, cater- 
ing to the housewives and college 
girls in the Westwood Village sec- 
tion of Los Angeles, is in one of 
those fast growing residential parts 
of the city, so must be in step 
with all the newcomers. 

“Society columns of the local 
neighborhood papers, ' visiting 
around the important real estate 
offices, checking with the stores 
who do not sell shoes, and who 
have charge accounts, checking 


back on new telephone directories 
for new names in good localities 
are all means of finding out just 
who the new residents of the com- 
munity may be. Sales are always 
made with the idea of making a 
repeat customer and not just mak- 
ing a sale. This policy has been 
in effect since the store was first 
opened several years ago, and the 
continual growth is evidence of its 
being sound and practical.” 
* * * 


STAMPED on the left-hand side 
of the right shoe of every pair of 
men’s shoes in the J. W. Robinson 
Co. store in Los Angeles is this 
inscription: “To Repeat, Ask for 
model , size , and 
fit.” There is the complete history 
of the shoe right before the pur- 
chaser at all times. It has been 
the means of securing many repeat 
customers for the shoe department, 
as men are quite set in their ten- 
dency to repeat on a well liked, 
-“ fitting, and good wearing 
oe. 


[TURN TO PACE 28, PLEASE] 














BOOT AND SHOE RECORDER, February 6, 1937 





When writing advertisers please mention Boot and Shoe Recorder 





ae 


Se — 








Page 28 


WHEN the Fontius Shoe Co. uses 
telephone directory advertising, it 
uses it! No little business card 
that merely gives location, and 
“men’s, women’s and children’s 
shoes.” Instead, a full column 
advertisement, announcing “Shoes 
for the Entire Family,” with a 
cut of “papa, mama and baby,” 
and below a tabulation of all the 
national lines carried, for women, 
for men, and for children. It’s a 
“Who-carries-what” advertisement 
concentrated in a single store. 

Making the advertisement doubly 
effective for telephone directory 
perusers is the prominently dis- 
played telephone number, which 
rates almost 100 per cent as an 
easy-to-remember one. It is Tabor 
0246. Such a sequence is unbeat- 
able. 


~ * . 


669] BELIEVE a shoe store or shoe 
department should have a well 
rounded stock at all times, for I 
feel that when a man comes in 
asking for a dress shoe, a deck 
shoe, slipper, riding boot or golf 
shoe a first class shoe stock should 
have what he wants, regardless of 
the season of the year.” 

That from Frank J. Crapo, shoe 
buyer for Desmonds, Los Angeles. 
Mr. Crapo is recognized to be a 
most successful operator, so what 
he says carries weight. 

“Nothing takes the place of 
style,” Mr. Crapo continued. “We 
like to be the first with the latest. 
Sometimes we are a little ahead 
of the procession. We hammered 
on brown bucks for a year or so 
before this material was taken up 
in the big way it is now moving. 
We do feel that the time and money 
we spent in promoting this leather 
have been repaid. 

“No one store selling men’s 
shoes can hope to be all style or 
all staple and to do a major job. A 
well balanced diet is just as im- 
portant to a store as it is to a 
human. Not only that, but a store 
must have a balanced promotion 
in keeping with the aims of the 
buyer and not what may be sell- 


ing. 
“As a rule, stores, including 
ours, do not do enough romancing 
in their promotions. That is the 
reason the women’s shoe trade has 
outdistanced the men’s business. 
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[CONTINUED FROM PAGE 26] 


We took a smart wing tip white 
buck oxford and hit on the name 
“Streamline.” The slenderizing ef- 





For lhe 
Entire 
Family 
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When Fontius Shoe Co., of Denver, 

Colo., advertises in the 

directory, it makes the ad a direc- 
tory for shoes. 
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fect was played up, with the result 
men came in asking for the shoe 
by name, and not a pair of white 
shoes. A similar idea was _per- 


‘fected for Fall in the way of a 


quarter brogue, plain toe. In fact, 
we are going to town on plain 
toes in a big way, as we believe 
the next major trend will be on 
these patterns.” 

& 


* * 


WITH an eye toward boosting 
their juvenile business, a group of 
Superior, Wis., merchants, includ- 
ing four shoe stores, cooperated 
last April with a local theater and 
newspaper in conducting an egg 
hunt the Saturday before Easter. 
It marked the fourth year the hunt 
had been held. 

Slated for sunrise, some 5000 
youngsters were combing the eight 
designated “hunting” grounds in 
Superior shortly after the ap- 
pointed time for the 1000 eggs do- 
nated by a local market and hidden 
by Superior firemen. 

Seventy-five merchandise prizes 
were awarded finders of silver and 
gold eggs, the most colored eggs 
and the most eggs of one color. 
All children 12 years of age and 
under were permitted to partici- 
pate in the hunt and special prizes 
were awarded the youngest boy 
and girl participating. The awards 
were made at a special matinee at 
the cooperating theater. 

The eggs were fixed in a special 
style to prevent any duplication 
by youngsters and the parks in 
which they could be found were 
publicized a week in advance. 

Merchandise prizes, together 
with the names of the donors, re- 
ceived special window display and 
participating merchants were given 
considerable newspaper publicity 
before and after the hunt. Names 
of the winners and gifts received 
were published in the local press. 

Shoe merchants participating in 
this Easter promotion and good- 
will builder included the Schiller 
Shoe Co., Family Shoe Store, 
Vogue Bootery and Kinney’s. 

The success of the plan can be 
attested to by the fact that 5000 
youngsters in a city of 36,000 per- 
sons thought the hunt important 
enough to scramble out of bed be- 
fore daybreak on a Saturday morn- 
ing. 
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Street Scene in Portsmouth 





As flood waters neared crest in retail section of Ohio shoe city. Flood wall 

saved Portsmouth when Ohio river overspread surrounding territory last 

year. But record high water this time flooded about 70 per cent of busy 
industrial community. 


Roger Selby Tells Story of Flood 





Graphic Description of How 300 Workmen Struggled to Save 
Lives and Property—Plan Early Resumption of Operations 





Cuicaco—The story of a shoe fac- 
tory converted into a boatyard over 
night was relayed to Chicagolast Wednes- 
day over long distance telephone from 
submerged Portsmouth, Ohio. 

Roger W. Selby, well-known shoe 
manufacturer, whose plant employs al- 
most 10 per cent of the total popuiation 
of 43,000 of the Ohio River City, was 
reached by long distance telephone by 
W. D. McDonald of the advertising 
agency of Henri, Hurst & McDonald, 
520 North Michigan Avenue. After 
trying for three days to telephone Mr. 
Selby without success, Mr. McDonald 
finally made connections through a 
short wave radio station in Indian- 
apolis. 

Mr. Selby said that he had not re- 
moved his hip boots for three days and 
that very few of the inhabitants of the 
flood-stricken city had slept more than 
a few hours since the end of last week. 
He pleaded for. blankets and clothing 
for the town and asked that money be 
given to the Red Cross. 

“As soon as it became apparent that 
the entire city would be paralyzed,” he 
explained on the telephone, “we man- 
aged to muster a staff of 300 workmen. 
Going night and day we gave our first 
thought to removing women and chil- 
dren to safety. We had only a few 
boats, so we set to work making the 


best kind of raft we could under the 
circumstances. That is what our fac- 
tory has been doing ever since regular 
production was stopped.” 

He said that the water had risen to 
a height of three feet in the factory and 
that drinking water was being pumped 
for only one hour a day. 

He added that a skeleton crew suc- 
ceeded in saving company records, ma- 
terials, and shoes in the course of 
manufacture and that the factory would 
resume operations and deliveries “as 
soon as we can be squeezed dry.” 

Mr. Selby, thoroughly familiar with 
the boot and shoe industry throughout 
the country, succeeded in getting a big 
supply of boots, but asserted that the 
need for woolen clothing and blankets 
was most pressing. 

Through L. M. Doty, secretary, the 
Selby Shoe Company issued the follow- 
ing statement “To Our Customers” 
under date of January 27: 

“Several of our executive force, re- 
turning from trips, telephone calls and 
telegrams expressing sympathy and 
offers of assistance have provided ample 
evidence that the flood of the Ohio and 
Mississippi Rivers has received nation- 
wide attention. 

“Since you doubtless are wondering 
what has happened to your orders and 
how soon we can take on new business, 


we are sending out this general letter. 

“First, Portsmouth is seldom flooded. 
Thirty years ago a number of far- 
sighted gentlemen, including George D. 
Selby, started the building of a flood 
wall. It has been twenty-four years 
since the last water came over this 
wall. 

“Second, Portsmouth, like many river 
cities, is built on three levels. Only the 
first is flooded. 

“Third, our gas, electric power and 
water service are operating satisfactor- 
ily up to date. 

“Fourth, the river has apparently 
reached its crest and after remaining 
stationary for a day or so, will rapidly 
recede. It is nothing unusual for the 
Ohio to fall five or six feet per day 
after an inundation. 

“Fifth and finally, we had ample 
warning and have lost no shoes and 
very little essential supplies or equip- 
ment. 

“Although all three of our local fac- 
tories are in the flooded zone, we have 
always made it a practice to use the 
basements and first floor only for stor- 
age and offices. There has been no 
water on any space used for shoe mak- 
ing. Only the machinery for making 
soles was involved and that was moved 
to the second floor, along with supplies 
and office equipment before the water 
came up. This moving was done in a 
very orderly and systematic fashion to 
allow for its being moved back again in 
the shortest possible time. Already, 
plans are well under way to go on a 
twenty-four hour schedule with hun- 
dreds of men to clean up and move 

ack. 

“The exact date of starting the fac- 
tories depends upon the weather, but 
after three weeks of almost continual 
rain, the weather has been fine for the 
past three days and the future looks 
good. While our immediate future is 
still in the laps of the gods, we believe 
we will be in full operation inside of 
two weeks. So if you will please bear 
with us in our extremity, you can de- 
pend upon our doing everything human- 
ly possible to get going again and 
deliver the shoes you have ordered from 
us.” 


Men’s Top Grades Trade Good 


Los ANGELES, CALIF.—An exception- 
ally fine trade is being enjoyed by the 
local Edwin Clapp shoe store, of which 
G. Forde Johnsen is one of the part- 
ners, as well as representing the Clapp 
shoes on the Pacific Coast. Hand-made 
shoes retailing at $20.00 are really the 
bright spot in the store’s business, ac- 
cording to Mr. Johnsen. The sales of 
this top grade line are considerable 
ahead of the most rosy expectations, 
and have shown a remarkable increase 
since the first of the year. The narrow 
toes are selling along with the full 
brogue and custom toe lasts for the 
first time. Ordinarily the store has a 
good run on heavy shoes during the 
Winter months, this year the medium 
— have far outsold the heavier 
8 
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ISN'T THIS THE WORLD'S 
LONGEST RAILROAD TUNNEL? 











| DON'T BELIEVE SO 


GEORGE, ISN'T THERE A 


LONGER ONE 
IN ITALY. ..+ 


SIMPLON TUNNEL—Switzerland 
12.3 MILES 








ETRUSCAN TUNNEL-I¢a/ly 
11.3 MILES 


...but there’s no question about the 


WORLD’S BIGGEST MAGAZINE 


PTAHERE’s very little difference in the size of the 
world’s longest railroad tunnels—so little that 
few people could name them—but it’s no puzzle to 
name the world’s biggest magazine. For The American 
Weekly is twice the size of its nearest competitor! 
With a weekly circulation of nearly 6,000,000— 
double that of any other magazine, The American 
Weekly supplies advertisers with the greatest mass 
selling support thatcan be 

had. And the manufactur- 

er who uses The American 

Weekly for his advertis- 

ing is backing you, the 

retailer of the every-day 

necessities and luxuries of 

life with a selling force 





CIRCULATION 


NEARLY 
6,000,000 


NEAREST 
COMPETITOR 
CIRCULATION 


that assures you quicker turnover and greater profits! 


What The American Weekly is 


The American Weekly is the largest magazine in 
the world. It is distributed through the 17 great 
Hearst Sunday Newspapers. In 627 of America’s 995 
towns and cities of 10,000 population and over, The 
American Weekly concentrates 67% of its circulation. 


In each of 174 cities, it reaches better than 
one out of every two families 

In 144 more cities, 40 to 50% of the families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


... and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, reg- 
ularly buy and read The American Weekly. 


**The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 





When writing advertisers please mention Boot and Shoe Recorder 
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Air View of Flood at Cincinnati 





An Army Air Corps photograph of the city taken January 23, 1937. The 
receded and rehab 


waters have since 


ilitation, aided by the Federal Govern- 


ment, is being planned on a vast scale. Story on page 44. 


Manufacturers Report on Flood Situation 





Make Preparations to Resume Production and Shipments of 
Merchandise with Minimum of Delay 
as Waters Recede 





New York—The following tele- 
graphic reports of flood conditions and 
the outlook for the future were re- 
ceived in response to inquiries wired 
by Boor AND SHOE RECORDER to manu- 
facturers in the flood area: 

Vulcan Corporation, Portsmouth, 
Ohio—“About three-quarters of our 
community have been and are still un- 
der water. The water has been on 
the second floor of both our last and 
heel plants here in Portsmouth. 

“However, the river is beginning to 
go down fairly rapidly, and we again 
have an opportunity to communicate 
with the outside world. As quickly as 
the water is out of our plant we will 
determine the extent of our damage 
and, of course, will get into produc- 
tion just as quickly as possible. 

“In the meantime, we are having 
lasts and heels for our customers in 
this territory made by our other plants 
so that there is no interruption of 
service. Imagine we ought to be man- 
ufacturing here again in ten days 
or so.” 

ae ee Se 

The Wiiliams Manufacturing Com- 
pany, Portsmouth, Ohio——“In spite of 
four feet of water on first floor of fac- 
tory, at crest of flood, our deliveries 
will be delayed oe little. This space 
was occupied by office, and ae of 
materials which were all to 


ing night and day cleaning up and 
will be back in our offices by Monday, 
February 1. We will resume manu- 
facturing with increased production as 
soon as electric power is available, 
some time next week. 

“The greatest loss has been that of 
furniture and household equipment by 
employees. Our people are anxious to 
get back and to work overtime to re- 
cover lost wages and to rehabilitate 
homes. Losses suffered by Portsmouth 
home owners and merchants are tre- 
mendous and almost unbelievable. Re- 
ports of hunger, disease and suffering 
are untrue, thanks to the wonderful 
work of the American Red Cross, the 
generosity of the public and the im- 
mediate aid rendered by neighboring 
cities.” 

* * * 

The Miller Shoe Company, Cincin- 
nati, Ohio—“We are happy to report 
that our manufacturing equipment and 
merchandise has not been affected by 
the flood, although being surrounded 
by flood water has made entrance to 
the - building impossible, which natu- 
rally caused a suspension of operations. 

“We have addressed the following 
to our customers: 

“ ‘Manufacturing operations will be- 
gin Monday, February 8, after a shut- 
down of two weeks. We have not had 
any loss to equipment or merchandise. 
Stock shoes will be shipped promptly 
where supply is still adequate.’ ” 


The L. V. Marks and Sons Co., Cin- 
cinnati, Ohio—“Although the flood in 
the Ohio Valley caused a great deal 
of havoc in Augusta and Vanceburg, 
Kentucky, the plants of the L. V. 
Marks and Sons Company suffered a 
minimum loss, other than the tempo- 
rary suspension of their operations. 
The executive offices in Cincinnati are 
untouched by the flood, although local 
conditions made it necessary that they 
be closed a number of days. They were, 
however, able to establish temporary 
offices and it is expected that factory 
operations will be resumed within a 
week. In view of these circumstances, 
there will be a slight delay in filling 
immediate or 


The Longini Shoe Mfg. Co., Cincin- 
nati, Ohio—“After spending the last 
ten days doing twenty-hour daily duty 
as an official of the American Red 
Cross, as chief of operations of the 
emergency boat division directing the 
operations of the U. S. Coast Guard 
Cutters and all rescue boats in the 
flood district, Charles Longini is back 
at his office and wishes to announce 
that the Longini Shoe Mfg. Co. will 
be in full operations February 3, with 
the plant working overtime to make 
up the ten days of suspended time. 

“The factory, while not in the flooded 
area of Cincinnati, was affected be- 
cause of the complete shut down of 
public utilities of water, power and 
light to manufacturing companies and 
in addition the express and truck com- 
panies made no shipments out of Cin- 
cinnati during the crisis. This ren- 
dered the large in-stock department 
useless to our customers. With the 
emergency over we are now able to 
make immediate shipment on all or- 
ders received and shipments of the 
shoes in the factory will begin at once. 
Furthermore, we appreciate the kindly 
attitude taken by all our accounts, and 
we assure the customers of the Longini 
Shoe Mfg. Co. that this loss of ten 
days’ operations will be made up in 
short order.” 





Takes Over Leather Plant 


MILWAUKEE, Wis.—The George Mar- 
tin Leather Co. plant here, idle since 
last June, has been taken over for 
operation by the Gebhardt-Vogel Tan- 
ning Co., a new corporation. The plant 
contains more than 75,000 square feet 
of floor space and operations have 
been started on a small scale. 

Albert C. Vogel is vice-president and 
general manager of the new corpora- 
tion. He was formerly with the Pfister 
& Vogel Leather Co., Milwaukee, and 
the A. C. Lawrence Leather Co., Pea- 
body, Mass. 

Other officers are Arthur E. Geb- 
hardt and Clarence J. Siegman, now 


Co., Milwaukee. The Gebhardt Co. 
has distributed shoe and glove leather 
for 40 years and will act as selling 
agents for the new corporation. 
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. . » But she does know that the toes 
of her shoes stay neat and trim and that 
this pair is more comfortable in the toe 


because there are no wrinkled linings. 


cee Instinctively, she pays her tribute 
to Celastic in going back to the same 
store —or in asking for the same brand — 


when she buys her next pair of shoes. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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A Black Smooth Veal Side with 

a fine erain, tight break and a Finish and Class 

light finish that will produce to your 

smart and attractive footwear! Men’s Footwear 
Swatches on request. 


Gives a 
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CITY STOCK I—Ruep- 
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can be made to gain customer inter- 
est? A simple graph showing the rise 
and fall of total store business—with 
all important promotions indicated 
above and months shown below may 
help in getting a bird’s-eye view of 
your history for last year. 

“Now in light of what has been ac- 
complished —from your records — lay 
out a scheme for the new year. Study 
the calendar. It tells—of course it 
does—just how many selling days you 
can expect in each month or buying 
season. It tells when the holidays 
come and indicates the time needed 
for advance preparation. Study the 
calendar issued by our own Sales Pro- 
motion Division. It contains a wealth 
of ideas gleaned from many stores and 
much experience. Add to this all the 
community events that affect your bus- 
iness, and then a preliminary scheme 
can be laid out incorporating the good 
of previous years—calendar changes 
and. what we want to include for the 
coming year. Next a total store sales 
quota for the first six months’ period 
should be set and the plan checked 
against this to make sure that no op- 
portunity for improvement is lost. I 
conceive this ‘year’ plan first as gen- 
eral in nature, second as representing 
the best thinking of the advertising 
manager and third as never being 
final but always adaptable to change. 

“Next short period plans should be 
made—and I say period instead of 
monthly purposely, for I believe that 
promotional planning can be improved 
if we think of it in terms of customer 
buying habits, rather than in terms of 
our traditional ‘Bookkeeping’ months. 
From the standpoint of cost planning 
it is no doubt best to retain the month- 
ly schedule which can easily be taken 
from our plan and put in with other 
store expense plans. 

“For the first six months beginning, 
say, February, these periods might be 
as follows: 

“A. The early Spring to Easter 
effort. 

“B. The Summer up to Vacation- 
time campaign. 

“C. Mid-Summer Sales to August 
Clearance. 

Each period except those at the end 
of Summer and the middle of Winter 
seem to present an opportunity for 
building up to a climatic point corre- 
sponding with the peak of customer 
buying. Even mid-Winter in some sec- 
tions where Winter sports are increas- 
ing, offers a new promotional angle. 

“Having arrived at an acceptable 
outline for our seasonal periods the 
immediate job of bringing the plan 

down to use should be started. It is 
at this point that windows can be tied 
in. The window problem differs with 
stores and with buyers. We have about 
twenty windows available while many 
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Time to Plan for Spring Promotions 


[CONTINUED FROM PAGE 23] 


stores with less frontage must work 
with fewer. The fewer the windows 
the greater the demand—but also the 
more alert the buyers the greater the 
demand. 

“Secondly—we must get the plans 
before our organization for their 
guidance. 

“The right way to do this certainly 
is through regular meetings attended 
by all buyers and those non-selling 
department heads affected. _No store 
can do a real job if all the ideas are 
resting securely behind the now prob- 
ably more genial countenance of the 
boss, or in the unexplored brain of 
the advertising manager. Get them 
down in black and white—get them 
discussed—get them understood and 
then see how easy it is to get them 
accepted and working. Few buyers 
in the smaller stores are promotional- 
minded—many cannot even. write 
usable descriptions of the items they 
wish to advertise. How necessary it 
is therefore to pursue a course of 
constant education in planning—to 
awaken their interest in the idea and 
by constant reiteration to drive the 
point home. 

“Once the yearly plans, even in ten- 
tative form, are made, a_ meeting 
should be held to discuss their appli- 





What’s Wrong and Why? 





Take a quick look at this picture 

and see how many things you can 

find that are wrong. Any shoe man 

should spot at least two incongruities 

instantly. If you’re in doubt, turn 
to page 54. 
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cation. Then after the criticism and 
suggestions of department heads have 
been noted the final draft can be 
made. Repeat these meetings for the 
discussion of seasonal plans and see 
to it that a copy of the accepted scheme 
is in the hands of all for constant 
check and guidance. Naturally, last 
minute changes will have to be made, 
for news of merchandise often moves 
as rapidly as news of the day—but 
these changes will not be haphazard. 

“The final job of spreading the news 
of plans comes with either employee 
meetings in advance of store-wide 
events or departmental meetings for 
smaller promotions. 

“Third—the execution of the plans 
—probably the hardest job of all be- 
cause of the necessary follow-up. 

“To help in the execution of plans 
I would like to suggest a five-point 
questionnaire which should be printed 
in bold face and placed on the desk 
of every buyer. It is the final test of 
a real follow-up. 

“1. Does this promotion follow our 
general plan? 

“2. Have you arranged for an ad- 
vertisement? 

“3. Have you arranged for a win- 
dow? 

“4, Have your salespeople been fully 
informed? 

“5. Have you planned for a dramatic 
‘point of sale’ display? 

“Better sales are the certain an- 
swers to these questions. 

“A word of warning. If there is 
one thing which our stores need—and 
I mean the type and size of stores 
represented here—it is simplicity in 
our operations. Promotional plans 
therefore should at all times be kept 
simple—direct and easy to follow. 
Leave complex charts, detailed figures 
and studies of economic trends to the 
big stores that can afford them and 
center your efforts on effective—easy- 
to-understand plans that suit your or- 
ganization. 

“In conclusion I wish to give some 
of the benefits to be had from well 
prepared plans. 

“First—Advance planning means 
more business—less wasted time and 
effort—and more profit. 

“Second, advance planning gives 
your organization confidence and a 
sense of knowing where they are 
headed. 

“Third, advance planning keeps a 
store smart and alert—and results in 
increased customer interest. 

“Fourth, advance planning means 
better prepared and. more effective ad- 
vertising and display. 

“Fifth, advance planning means a 
release from the burdens of haphazard 
ill-considered promotion and the hustle 
and worry that accompany it.” 
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The Floor Covering Reflects 


the Keauty of 


ot SEUES 
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HEN your customers try on a pair of shoes, their 

first glance is toward the floor. They see the 
shoes against the background of your floor-covering. 
And, as you know, first impressions are lasting 
impressions. 

Therefore, a fresh, attractive floor-covering actu- 
ally aids the shoe merchant in selling his footwear. 

Likewise those first testing steps in new shoes will 
be more comfortable and satisfying on a deep-piled 
Mohawk floor-covering. 

That is why so many shoe stores are consulting 
with the FREE Mohawk Advisory Service about 
their floor-coverings. They find a wide range in 
weave and pattern to choose from and all Mohawk 
floor-coverings are well within the market in price. 

Wire collect to the nearest Mohawk Office for this 
free aid in solving your floor-covering problems. 


MOHAWK CARPET MILLS 


295 FIETH AVENUE, NEW YORK 


Regional Sales’ Offices : 
Atlanta Boston Buffalo Chi inci: 
Cleveland Dallas Denver Des a 


Detroit 
igh Point Kansas Los i i 
Pietbuek San Francisco eotcle ~ Louis 











1987, Mohawk Carpet Mills 
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Keeping Shoe Stocks Fresh 


GOOD merchandising practice in all stores dictates 
a policy of keeping a fairly consistent flow of new 
goods coming into the stock and an equal amount 
going out. 

The first part of this problem has many difficult 
aspects. A most practical avenue of approach a shoe 
merchant may use in solving his individual problem 
lies in a thorough analysis of his goods on hand. When 
he knows the exact resources and value of the stock 
on the shelves, then he is in a position of being able 
to build his lines for the next season on a substantial 
foundation. 

Goods on hand at the end of a season fall into two 
classifications, those which must be sold during the 
sale and those which are active enough to form the 
basis of the next season’s buying campaign. By going 
through each individual line, pulling out all which are 
to go on sale, one learns what shoes are to be con- 
sidered worthy to carry over. Few staples are included 
in this weeding out process. Each buying quarter, 
however, offers new aspects on what will be good for 
the coming quarter. 

Step number one in the laudable program tending 
toward directing a constant influx of new goods is to 
analyze the shoes on hand. Undoubtedly the best way 
is to classify the stock on hand according to retail 
prices. Under each head break it down into high and 
low heels, then into patterns, as pumps, straps and 
oxfords. . 

A brief description is given of each line carried 
over for identification purposes. This includes the 
name of the manufacturer, stock number, description, 
name or number of the last and the pairs on hand. 

When this information is all spread out on one 
master sheet, an accurate picture is graphically pre- 
sented for some intensive study. This analysis, plus 
the individual size sheets on each line, gives the buyer 
a substantial foundation on which to erect his coming 
season’s purchases. 

As a new shoe is bought, it is recorded on the master 
analysis chart and the sizes are bought to fill in with 
the sizes on the nearest shoe, already in stock, accord- 
ing to the size sheets. 

Budget buying is considered to be most effective 
when done on a pair basis, as most buyers consider 
this to be the most accurate way of determining the 
exact numbers of shoes which they should buy for a 
given period. The old way of operating a budget on a 
dollar basis is considered obsolete by the majority. 

It has been found best to approach the market with 
an open mind. All available information relative to 
fashion trends in lasts, colors and materials is 
thoroughly digested before going to market, and is 
outlined in a general way. 
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advantages they never forget. It is not so much what 
is under one’s feet as what is on one’s feet that makes 
the day’s journey tiring and health impairing. Kistler 
“BENCH BRAND” sole leather is tanned to be comfort- 
able, serviceable and every-way preferable. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


on men’s street, dress, sport and heavy-duty shoes you 
sell will prove a business-building force. Shoes with this 
outstanding feature have sales appeal which will pro- 
duce results that are gratifying to you. Once familiar 
with all Kistler “BENCH BRAND” sole leather does for 
them, your customers will need no urging to buy again. 


FOUNDED - 1840 


- BOSTON: MASS: 2 


When writing advertisers please mention Boot and Shoe Recorder 


This chart represents a side 
of leather. The part used for 
KISTLER “BENCH BRAND” 
SOLES is about 13% of the 
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Why So Many Shoes 
Fly Back Home 


[CONTINUED FROM PAGE 21] 





that fashion confusion on the part of 
the store’s patrons, was the main rea- 
son for returns. Complaints due to lack 
of comfort or questionable fittings were 
in the decided minority. This is in 
direct contrast to the findings of inde- 
pendent shoe stores. 

“Plenty of our shoes which were cor- 
rectly sold in every respect go out only 
to be picked up unopened by our de- 
livery service,” recites one buyer, as an 
indication of the liberal return policy 
of his store and the way in which the 
public abuses it. Yet his figures showed 
the lowest percentage of returns of any 
in his grade. 

One other buyer, whose returned 
shoe percentages were low, said: “Re- 
turns are mostly due to department 
stores being too easy in this matter. 
People shop too much from too many 
stores in which they have charge ac- 
counts. They also have more time and 
inclination to shop around, then they 
know they are unquestioned when they 
send their purchases back.” 

Department stores whose shoe de- 
partments operate in the more moder- 
ate-priced grades of from $5.00 to 
$10.00 are, as a whole, not. experienc- 
ing any changing conditions in the 


































matter of returned shoes. Their fig- 
ures vary from 12 to 15 per cent. To 
shoe buyers, these figures are not un- 
reasonable and are about what are 
expected in stores doing a charge busi- 
ness. At that, they are just about the 
same as in exclusive shoe stores selling 
like grades. Several buyers mentioned 
that they are engaged in planned edu- 
cational programs which will help their 
salespeople to sell better and so even- 
tually reduce this percentage consider- 
ably. 


When Returns Increase 


For the summation, one shrewd buyer 
of many years standing, gave h‘s anal- 
ysis of the situation. “There are two 
times when returned shoe percentages 
will increase: 

“When traffic drops down and shoes 
are oversold. 

“When business is very good and the 
charge business increases more rapidly 
than the cash business. 

“In the first case, when the traffic 
is down, the sales force is pushed for 
sales. How about the second pair? 
What about your hosiery, bag and find- 
ings sales? Charge customers find the 
easiest way is to say ‘Yes’ to the in- 
sistent salesman, then to return the 
unwanted merchandise. 

“When business is good, young 
women charge customers from 18 to 
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30 years old represent the real returned 
shoe problem. They are responsible for 
more returned shoes than all other age 
ranges. Each one is trying to out- 
smart her friends, so she buys reck- 
lessly and returns with indifference. 


“Consumers are more intelligent 
than they were ten years ago. Then 
they were shopping for price. Now 
they are demanding quality and fash- 
ion with less emphasis on price. Dur- 
ing the price era, women wanted jazz 
stuff. Now they are interested in real 
fashions, consequently the consumer is 
more fashion-minded than the sales- 
person. When this happens, it is the 
consumer that dominates the sale. 


“This returned goods problem can 
be solved by a definite stand by rep- 
utable stores of unquestioned fashion 
standing who can authoritatively state 
that such and such is fashion right. 
Before that is done, poor purchasing 
on the part of store buyers, who try to 
cover too many styles and price ranges, 
must be eliminated. 


“Returned shoes, which are now on 
a notable increase, can be materially 
reduced by the management when one 
considers the problem as one in psy- 
chology and not as a case of blaming 
this one or that one. When this is 
done, the management is going directly 
to the heart of the problem, and is on 
the way to solve it.” 
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Shoes of the California 


Season 
[CONTINUED FROM PAGE 17] 


it is possible to hit this note hard with 
a fresh attack. The public’s interest 
in what is being promoted as new for 
Spring has not been dulled by showing 
and talking Spring shoes ahead of 
the natural buying time. In fact, 
correct timing is the secret of the 
entire merchandising policy. Correct 
timing means not having shoes too 
far in advance or to promote them 
after the natural demand occurs. 

The “California, season” stops very 
suddenly and just as abruptly the 
Spring theme is introduced. Some 
aspect of the current Spring fashion 
trend will be used as a feature high- 
light and developed as a “Spring 
Theme Song.” This method emphasizes 
the distinct break between the mid- 
season and the usual Spring. 

Dark shoes, that is smart dark 
shoes, fit in perfectly in the California 
Season this year. The blues, browns 
and black are particularly strong in 
the ready-to-wear field, as are the 
prints with a dark background. The 
surprise in the January selling was 
the strength of the browns. Light 
colors just do not fit into this partic- 
ular selling event. They are not de- 
sirable to show now either, for by 
saving them for their logical period, it 
means that the newness and freshness 
of the lighter colors will be a new 
start to the store’s patrons, whereas 
if they were promoted now, the sell- 
ing edge would be lost for this and 
for the normal Spring season. It does 
not pay to force fashions. 

And how the out-of-town Winter 
visitors and regular trade takes to 
this event! Multiple sales of three to 
eight pairs are made so regularly 
daily that the making does not excite 
more than passing comment. Many 
sales checks tally sales of 12 to 16 
pairs to one patron at one sitting. 
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OUTDOOR FOOTWEAR 
FOR YOUNG WOMEN 


15 INCH BOOTS 
No. 300—Coffee Elk 15-Inch Boot, 
Hooks and Eyelets. 
No. 304—Chocolate Elk 15-Inch Boot, 


All Eyelets, 9 Iron Damproof Bend 
Sole, 8/8 Heel with Rubber Toplift. 


41/./9-AA — 21/,/9-A-B-C-D ....$4.15 


61, INCH BOOTS 


No. 306—Chocolate Elk 6)/ - Inch 
Blucher Boot, 9 Iron Damproof Leath- 
er Sole, 8/8 Heel, Rubber Toplift. 
No. 308—Smoked Elk 6), -Inch 
Blucher Boot, Gristle Sole and 8/8 
Heel, Gristle Toplift. 


4l/./9-AA — 21/2./9-A-B-C-D ....$3.25 


® 
Fine Goodyear Welts Exclusively 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 


CENTRAL TERMINAL 


710 No. 12th B'vd. 


Niky U.S. PAT. OFF. 








BLDG. 
St. Louis, Mo. 





The reason people take to this pro- 
motion is due to the merchandising 
policy of the shoe department. Clear- 
ance sales are held for only a few days’ 
duration. It has been demonstrated 
that to show the trade more sale mer- 
chandise after a few days’ regular sale 
period would only retard business by 
slowing down purchasing and also 
would be the means of throwing away 
positive profits. Presenting the public 
with a logical reason why they should 
buy shoes always stimulates buying. 
Those shoe buyers who have not tried 
this or a similar method will be sur- 
prised at the results. 

Public response to a change of speed 
in sales talk is always better than 
when just one subject, price, for ex- 
ample, is kept before them. Sandwich- 
ing new merchandise with a fresh ap- 
proach, in-between sale events of a few 
days’ duration, always arouses interest 
in both messages. After all, the peo- 
ple in a community are not all entirely 
thinking of sales any more than they 
are all thinking of the newest and 
best goods in-between seasons. This 
change of pace tends to keep the shoe 
department a lively one at all times. 

In the California season promotion, 
new shoes are not just presented be- 
cause they are new, but for the reason 
they relate to some particular type of 
costume that is in fashion demand. It 
is good business to ally the shoe sales 
plans with those in current ready-to- 
wear trends. 

For some time we have sensed a 
terrific demand at the end of the reg- 
ular Summer and at the end of the 
regular Winter selling periods for new 
smart merchandise. This is at the 
time when most stores are holding 
their great sales events. It is doubtful 
if this demand for new goods at these 
times is purely a Los Angeles mer- 
chandising oddity. It does seem that 
there are in reality two important in- 
between seasons which can be devel- 
oped everywhere in those stores which 
handle and promote the better grades. 
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You'll go places with Heel Latch Shoes. They’re ready sellers 
at volume prices. Their simple, hidden Heel Latch feature 
locks the foot in place to prevent slipping forward. The 
first step convinces! Now, they’re faster styled in a greater 
variety of patterns to build still greater volume for you. 


Seen in VOGUE 
and 


GOOD / 
HOUSEKEEPING / 


PROMOTIONAL 
MATERIAL 


Recorded radio an- 
nouncements... 
window material 
..-direct mail... 
folders ...news- 


paper ads eee every- 
thing to do a real 
ascciendining job, 


ROBERTS,JOHNSONSRAND ——st.Lovis.mo. 


Branch of international Shoe Co. 


When writing advertisers please mention Boot and Shoe Recorder 
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Shoe Veews 


THIS WEEK IN THE SHOE TRADE 
SATURDAY, FEBRUARY 6, 1937 


NATIONAL NEWS 





Early Trends in Spring Shoe Selling 





Coast Eager for Beige, Brown and Luggage Tan; Kid Demand 
Is Increasing and Whites Look Very Strong 


Los ANGELES, CALIF.—Early Spring 
shoe selling in the better grades here 
has developed three surprising trends, 
all of which will bear watching the 
country over. 

“Luggage Tan” calf, which proved 
disappointing to many buyers last sea- 
son, has staged a wonderful comeback. 
This is particularly true at Santa 
Anita, where many smart pumps and 
high riding effects were in evidence. 
Stores catering to the top grade trade, 
report this trend is decidedly noticeable. 

All stores apparently underbought 
on brown for early Spring. Beige is 
much stronger than first anticipated. 
And with beige costumes, the browns 
and blues in shoes are in evidence every- 
where. Right now there is a decided 
covering for both brown and blue, in 
all patterns and materials. 

A third swing which is tending to 
upset last December’s planned buying 
programs, as far as materials are con- 
cerned, is the steady call for more high 
fashion kidskin shoes. One well-known 
buyer remarked that he considered kid 
shoes to be more important this Spring 
than they had been in six years. 

The early buying analysis definitely 
proves that women are widening their 
shoe wardrobes. This means that they 
are not buying one or two pairs of 
general utility shoes and a pair of 
evening sandals, but are buying many 
pairs of shoes for many purposes. 

It is noticeable that there is no 
matching this Spring, as far as shoes 
are concerned. Solid browns are tops 
with beige; gray with blue, and blue 
with gray; whites with vivid colors, 
and colors with all white frocks. A new 
shade of wine, with a blue cast, is 
especially good with blue costumes. 

It is evident this early in the season 
that all white shoes will be more im- 
portant than they have been in a long, 
long while, because they will be worn 
with other colors than all-white. Com- 
binations of white with blue and the 
desert shades are Number One for early 
Spring. 

Some of the buyers are already dis- 
counting this talk of the great swing 





DATES TO REMEMBER 


Middle Atlantic Shoe Retailers’ Asso- 
ciation 23rd Annual Convention, 
Benjamin Franklin Hotel, Philadel- 
delphia, Pa. ...... Feb. 7, 8, 9, 10, 1937 

Indiana Shoe Travelers Association 
Fourteenth Annual Indiana Shoe 
Buyers Week, Claypool Hotel, In- 
dianapolis, Ind. ...... Feb, 7, 8, 9, 1937 

Easter Sunday March 28, 1937 

Official Leather Openings, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Fall, Waldorf- 
Astoria Hotel, New York 

April 5, 6, 1937 

Illinois Shoe Retailers and Travelers 
Annual Convention, Pere Marquette 
Hotel, Peoria, Ill...June 20, 21, 22, 1937 

Pennsylvania Shoe Travelers Associa- 
tion Annual Tri-State Shoe Mart, 
William Penn Hotel, Pittsburgh, 
Woe id bev cuusocons July 18, 19, 20, 1937 





to the very high heels, as they doubt 
any great trend that way, even in 
spite of skirts being 14 to 16 inches 
from the ground. Consumers are buy- 
ing many good-looking, low-heeled shoes 
with the heels from 10/8 to 17/8 in 
height. Buyers claim these shoes are 
the most attractive they have ever 
offered and that the public is really 
taking to this heel height. 


Rogers Joins Juvenile As 
Vice-Pres. in Charge of Styling 


George Meierhoffer, vice-president of 
Juvenile Shoe Corp in charge of pro- 
duction, announced recently that Harry 
Rogers, formerly stylist for Vitality 
Shoe Company, has joined the Juvenile 
organization and has been elected a 
vice-president. Mr. Rogers will be 
responsible for. all styles and patterns 
in the Juvenile lines. His many years 
of experience in both the retail and 
manufacturing branches of the indus- 
try especially fit him for his new 
duties. And, of course, his many 
friends in the trade will wish him 
well in his new connection. 


Louis Sachar With 
M. Wolf & Sons 


New York—After 25 years in the 
retail end of shoe business, Louis 
Sachar, formerly women’s shoe buyer 
at Franklin Simon & Company, here, 
has joined the executive staff of M. 
Wolf & Sons of Brooklyn, N. Y., as 
vice-president in charge of styling 
and sales promotion. 

In New York, Mr. Sachar was first 
connected with the women’s shoe de- 
partment at Stern Bros. and later be- 
coming women’s shoe buyer at Frank- 
lin Simon & Co. where he remained 
up till the time of his recent change 
into the wholesale selling of shoes. 

Mr. Sachar is well pleased in his 
new capacity and is enthusiastic about 
the new Spring shoes of M. Wolf & 
Sons which are a new line to retail 
at $8.75. He expects a big play on 
patents this Spring with sales on this 
shoe holding over for a longer period 
of time than was the case last year, 
due to the popularity of prints in 
women’s dresses for the coming sea- 
son. Sandalized pumps, oxfords and 
the typical sandal will be the out- 
standing types for this Spring, Mr. 
Sachar expects. 


International Elects 
New Directors 


St. Louis, Mo.—Samuel Bown and 
James Lee Johnson, departmental 
heads of the International Shoe Com- 
pany, were elected to the board of 
directors at the recently held annual 
meeting to fill vacancies caused by 
deaths. All other directors were re- 
elected. Mr. Bown is head of the pat- 
tern department and Mr. Johnson is 
in charge of the advertising of the 
specialty branches of International. 
The board subsequently reelected all 
officers. , 


Lawson New Sales Promotion 
Manager 


PORTSMOUTH, OHIO—W. E. Lawson, 
with the advertising and sales divisions 
of The Sleby Shoe Company, Ports- 
mouth, Ohio, for the past five years, 
has been appointed manager of sales 
promotion. 
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Craddock-Terry Profit Over $262,000 





Last Half of 1936 Showed Definite Progress, Financial Report 
Shows—New Financial Set-Up Proposed 





LYNCHBURG, VA.—The annual meet- 
ing of the stockholders of Craddock- 
Terry Co. was held in the office of the 
company, in Lynchburg, on Saturday, 
January 28. The financial reports of 
the year were read by the Executive 
Vice-President, John A. Faulkner, who 
reported the net profit from the com- 
pany’s operations amounted to $262,- 
000 after all reserves were provided 
for. 

John M. Miller, Jr., president of the 
First & Merchants National Bank in 
the city of Richmond, Va., and one of 
the members of the Craddock-Terry 
Co. board, read a comprehensive report 
on the progress being made in effectuat- 
ing the proposed new financial set-up 
for the company. This new plan will 
probably be put into effect within the 
next sixty days. 

The management of the company for 
the ensuing year will continue as at 
present with the following executives: 
John W. Craddock, chairman of the 
board; John A. Faulkner, vice-president 
and treasurer, executive in charge of the 
company’s operations; Charles G. Crad- 
dock, vice-president in charge of manu- 
facturing; John W. James, vice-presi- 
dent in charge of sales; L. F. Almond, 
vice-president in charge of merchan- 
dise; H. A. Wells, controller and secre- 
tary. 

Mr. Faulkner, in his report to the 
stockholders, said: 

“In submitting for your considera- 
tion the financial statements of your 
company for the year ending Novem- 
ber 28 last, while we are not satisfied, 
we fee] that the results contain real 
and definite grounds for encouragement. 


“The first half of the year did not 
show much improvement as we closed 
the first six months with a gain in 
shipments of only $59,733. It was 
during the last half that we were en- 
abled to show actual progress, for we 
finished the year with an aggregate 
gain in shipments of $798,808 and 
a net profit for the year after all re- 
serves for taxes, depreciation, contin 
gencies, ete., of $262,704.01. 





Installs Modern Front 


Newport News, Va—J. Green, of Green’s 
Family Shoe Store here, has had a new 
front installed on his store. Constructed 
of black Carrara glass with a metal trim, 
the new front is outstanding in its sim- 
plicity and has proved itself a good “silent 
salesman” in attracting customers to the 
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“This was no mean achievement, and 
while we repeat your management is 
not satisfied, there is in these cial 
some encouragement. 

“It was the work of no one man to 
bring about this improvement in the 
condition of your company, for every 
department of your business made its 
contribution and every individual em- 
ployee had a part in its accomplish- 
ment. 

“We are facing the future with a 
hopeful optimism and a manifest de- 
termination throughout the entire set 
up to do everything in our power to 
maintain and to add further to the 
progress of the last half of 1936. 

“We are much heartened by the re- 
sults obtained during December, the 
first month of the new year. Our orders 
booked show an increase over the same 
period of last year. 

“We were able to keep our factories 
more constantly at work during the last 
six months of 1936, resulting in an in- 
crease in the amount paid to factory 
employees of 18 per cent over the same 
period of 1985. This was a source of 
satisfaction to the management. It 
has been and will continue to be the 
policy of your management to give 
steady employment to its operatives 
for as many days as it possibly can 
and no effort will be spared to accom- 
plish this end. 

“Competition is extremely acute at 
the present time, and we have to keep 
our shoes competitive in price and qual- 
ity with those of other manufacturers 
or lose volume, which affects vitally 
and adversely, both stockholders and 
employees.” 


Shapiro Opens New Store 


NEw YorK—William Shapiro, for- 
merly of 242 East 59th Street, this city, 


has opened a new shoe store at 58 First 
Avenue, here, carrying a complete line 
of shoes for the family. 
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Adds to Sales Staff 


Derry, N. H.—The Frederick Shoe 
Co. of Derry, N. H., manufacturers of 
women’s novelty shoes and pumps, are 
represented on the road by the follow- 
ing salesmen: A. L. Stein, who makes 
his headquarters in Portland, Oregon, 
and covers the territory from Denver 
west, traveling from El Paso to Port- 
land. He is responsible for a great 
many new accounts in this field. Ray- 
mond Jackson, who bases from the 
factory at Derry and covers the larger 
trade in Massachusetts, Illinois, Mis- 
souri, Ohio, Michigan, Indiana, Kan- 
sas, and Wisconsin. He has been with 
the company for a year and a half and 
is responsible for a steadily mounting 
volume of sales. He was formerly 
with A. J. Anderson, of Amesbury, 
Mass. Charles Lilian, formerly repre- 
senting Brooklyn turn manufacturers, 
makes his headquarters at the com- 
pany’s office in the Marbridge Build- 
ing, New York, and covers New York 
State, Maryland, Pennsylvania and the 
District of Columbia. A new man who 
joined the force is Harry T. Compton, 
who makes his headquarters at Fort 
Worth and covers Oklahoma, Oregon 
and Alabama. George N. Rosen, who 
has been with the company for a num- 
ber of years, represents them in the 
New England field. Mr. Rosen was 
general manager of the old Merchants 
Shoe Company, Boston wholesalers of 
novelty shoes. He is well known and 
liked throughout the trade. 


Shoe Institute to Hold Meeting 


The Shoe Institute will hold its semi- 
monthly meeting at its permanent club 
room at the Hotel Claridge on Wednes- 
day evening, February 10, 1937, at 8 
p. m. A very prominent person in the 
shoe industry will speak that evening. 
The aim of the Shoe Institute is to 
get together people who have different 
viewpoints on subjects such as lasts, 
leather, measurement devices, shoe con- 
struction, styling of shoes, shoe store 
control and management, to study and 
clarify any misunderstanding in rela- 
tion to the shoe business. 

They are running a drive for mem- 
bership for the month of February. 
Any person who wishes to broaden his 
knowledge of the shoe industry, can 
qualify for membership. 


C. I. Slipher Taken Il 

INDIANAPOLIS, IND.—Charles I. Sli- 
pher, president of the Indiana Shoe 
Travelers Association, has been con- 
fined to his room in the English Hotel 
here, suffering with influenza. While 
his condition was not considered seri- 
ous, it was said he would remain con- 
fined for another week at least. 

George J. Marott, proprietor of 
Marott’s Shoe Shop, is also confined 
to his apartment in the Marott Hotel 
here suffering with influenza. His con- 
dition, however, is not serious. : 





sABEL's 


HUNDREDS OF 


Surgeons and Doctors at the Cleveland 
Convention of the American Academy of 
Orthopaedic Surgeons acclaim........... 


SABEL’S 
CORRECTIVE SHOES 


...as the most complete line of Men’s, Wo- 
men’s and Children’s Corrective Footwear meet- 
ing the highly specialized fitting demands of 
Orthopaedic Surgeons and the general Medical 
Profession. 


Through a recently inaugurated in-stock ser- 
vice these Sabel Corrective Shoes, branded with 
the Sabel trademark guaranteeing the origina] 
famous Sabel construction and quality, offer an 
exclusive merchandising plan in the localities 
where franchise still remains open. 








CLUB FOOT 
Patented 


WRITE FOR "4 FULL DETAILS 
COMPLETE - OF FRANCHISE 


CATALOG OF : s / INFORMATION 
THESE FAMOUS s SENT UPON 


SHOES } REQUEST 


Infante’, Child’s, Misses’, Boys’ 


THIRTY STYLES NOW IN-STOCK 




















Over Fifty-fwe Years of Built-In Quality Behind Every Pair 


Exclusive makers 
: r[HOMPSON BROS. SHOE | 
FINE SHOEMAKERS z 


BROCKTON: 
CAMPELLO, MASS. 
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Flood Paralyzed Retail Business 





Light and Power Cut Off in Cincinnati and Retailing in Other 
Centers Halted or Crippled 





CINCINNATI.—Flood waters stopped 
all business of any kind in Cincinnati 
by flooding public utility plants, there- 
by cutting off light and power. 

Day by day during the week and 
a half of rising water, the Ohio River 
had steadily risen far beyond the 1884 
record that older residénts talk about, 
and the 1913 record that was the best 
that a minor flood could do, establish- 
ing a new record of nearly 80 feet be- 
fore falling off. 

Few shoe businesses were in the line 
of the flood. Fanger & Rampe, at 341 
East Pearl St. was uncomfortably in 
the high water district, but much of 
the stock was moved before the worst 
of the high water struck the place. 
In Cumminsville, a suburb of Cin- 
cinnati, Schwawe & Gerwin, at 4015 
Cheery St., were high enough up in 
the building to get much of their stock 
out of danger. 

At the Shoe and Leather Club it 
was stated that no shoe stores are to 
be open except two, where such goods 
as high rubber hip boots are being 
sold. 

At the time of this writing (Jan. 30) 
there is no shoe business at all in Cin- 
cinnati. Retail business had planned a 
good season. Potter’s were opening a 
new store, in addition to the beautiful 
main store of which account was given 
a short time ago. Besides this, W. E. 
Newbold had announced the opening 
of a new shoe salon on Saturday, Jan. 
28. In connection with this open- 
ing he had also planned a splendid 
promotion for his other Cincinnati 
shop. This business has, of course, 
hardly begun. It is possible that busi- 
ness will be permitted to open up next 
week, with little or no use of the 
bright lights to which industry and 
commerce have accustomed themselves. 

If the stores open at all, it is pos- 
sible that they will do business by 
candlelight as so many Cincinnati 
businesses have had to do. It is hard 
to accustom oneself to going into a 
Cincinnati restaurant and seeing on 
a table a candle in its candlestick as 
the only illumination, while napkins 
are conspicuous by their absence un- 
less paper ones have been obtainable, 
and dishes are paper because there 
is no water to wash china dishes. 

All department stores in Cincinnati 
are closed, as ‘well as all shoe stores. 
It is interesting to note that almost all 
stores are paying their employees ex- 
actly as usual. Even before any elec- 
tricity started working so that radio 
announcements could be made, Cin- 
cinnati newspapers carried announce- 
ments that all employees would be 
paid full wages during the enforced 


In general a few shoe companies, 
not retailers, out of the high water 
district are doing some necessary office 
work without use of any utility such 
as water or light. In offices where 
clérks gather to make out payrolls, 
stenographers carry their own per- 
sonal water flasks, filled with boiled 
water. 

In spite of the vast suffering and 
the incredible losses in this district, 
there is a general feeling of satisfac- 
tion with the work in which everybody 
is sharing. Many shoe dealers, called 
for their opinions of the shoe trade 
after the flood, could not be reached 
because they and all their employees 
were out on Red Cross or flood relief 
duty. Everybody is working, sharing 
in the hardships and the dangers. 
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LONGINI SHOE CO. 


DAY MORNING 


11 a m. at the factory 


It is only natural, some dealers feel, 
that business will be fairly good this 
season in spite of the disaster.. Be- 
cause everybody is starting to rebuild 
the devastated districts, and building 
means workers and workers wear shoes 
and have money to buy them. The 
worst flood danger has been in dis- 
tricts near the waterfront where the 
poorer people lived, people who were 
not normally potential customers of 
many shoe stores. This, of course, 
does not mean that the flood damage 
was confined entirely to poorer dis- 
tricts. But by far the largest damage 
was in sections that already were bur- 
dened with poverty. 

This means that although a vast 
dollars and cents loss is real in this 
district, things are by no means as 
devastating as they have been in some 
other districts where practically every- 
body in the population of the entire 
town is on the flood refugee list. In 
fact, it is felt by some dealers that 
the lost market in districts that have 
been all but wiped out is a much more 
serious loss in money, than any actual 
damage to stocks. 
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Please Call MElrose 4311 
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MARINE BLUE KID 
M°NEELY 


Leads tne Ziff Shoe Parade 


IN this year’s Easter promenade, you'll see shoes of McNeely 
_ Marine Blue Kid most often. They'll be worn with crisply tailored 
suits, with reefer coats, and printed costumes. Its deep, true tones 
and mellow tannage are equally effective when they match or 


contrast with one’s costume. 


Specify McNeely, No. 88 


Bracelet sandal and gored 
step-in of McNEELY 
MARINE BLUE KID, de- 
signed by JAMES C. PAPE 


M°NEELY DIVISION 
ALLIED KID COMPANY 


Huntingdon and Fairhill Sts. Philadelphia, Pa. 


When writing advertisers please mention Boot and Shoe Recorder 








Dancing Shoes and Taps 


ellie ahead 





TAP DANCING SHOES 


IN-STOCK 
PATENT 
LEATHER 


also, white kid 10c pair extra 
BLOG SHOE COMPANY 
147 Duane St. New York, N. Y. 











Patent 
Women's $1 
Misses’ $1. 
mA if. Misses’ : 
Misses’ $1.50 11Ye-2 


Owens SHOE Co. 
28 Goodhue St., Salem, Mass. 


Women's 
Sizes 
A-B-C 242-8 











What’s New 


New Innersole 


New Yorx—“A real foot friend” is 
the phrase used by Foot Filter, Inc., 
of Jersey City, to describe its unique 
product, Foot Filter. 

Foot Filter is a removable innersole 
medicated with a special preparation 
which combines’ deodorant and anti- 
septic qualities. As a healing agent 
it has proved extremely beneficial in 
the treatment of Athlete’s Foot and 
also in. preventing reinfection of the 
foot from the shoe itself. 

Of particular interest to shoe men 
is the fact that Foot Filter, by ab- 
sorbing, deodorizing and neutralizing 
all excretions from the sweat glands 
of the foot, prolongs the life of all 
footwear. At the same time it elimi- 
nates Bro-Mi-Dro-Sis (highbrow for 
foot odor) and gives new comfort to 
tender and calloused feet. 

Solka, a product of the Brown Com- 
pany of Portland, Maine, is used as 
a base in Foot Filter. 

Foot Filter is now being sold by 
drugstores and leading shoe chains. 
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M. A. Daniels Heads 
Texas Retailers 


Datuas, TEXAS—M. A. Daniels, Fort 
Worth, was elected president of the 
Texas-Oklahoma Shoe Retailers’ Asso- 
ciation for the coming year, while Fort 
Worth was chosen as the convention 
city for 1938. This election of officers 
occurred at the last session of the 
four-day convention which the Texas- 
Oklahoma Retailers held with the 
Southwestern Shoe Travelers’ Asso- 
ciation in Dallas, January 24 to 27. 


M. A. DANIELS 
New president of Texas-Oklahoma Shoe 
Retailers Association. 


Other officers selected were L. H. 
Graves, Dallas; Glen D. Jones, Fort 
Worth; W. P. Barnes, San Angelo, 
and Ben Phelps, Shreveport, all vice- 
presidents. Directors named for three- 
year terms were E. M. MeNeil, San 
Antonio; Alex Hasselson, Fort Worth; 
Donald Maxwell, Dallas; A. C. Ludlam, 
Wichita Falls; and George Baum, 
Corsicana. H. A. Huntley, Dallas, was 
elected director for a one-year term, 
replacing W. A. Harris, Fort Worth, 
who through 1937 will serve the 
association as secretary-treasurer. 

Two-year directors are O. E. Evans, 
Wichita Falls; Guy Conover, Beau- 
mont; Matt Spires, Austin; Charles 
Kessler, Abilene; W. E. Ecton, Okla- 
homa City. Other one-year directors 
include L. F. Tuffly, Houston; J. T. 
High, Fort Worth; William Manne- 
feld, Dallas, and Joe Dacy, Austin. 

The Texas-Oklahoma Shoe Retailers 
voted to join the Texas Council of 
Retailers in their efforts to prevent 
the Texas Legislature in placing a sales 
tax on merchandise. 

On the last day of the convention, 
the Southwestern Shoe Travelers’ As- 
sociation, under the leadership of their 
new president, J, M. Hartman, dis- 
cussed plans for the holding of. a mar- 
ket season for shoes in Dallas during 
June this year. This plan, however, 
was not definitely accepted. Announce- 


IDENTIFIED BY A 
FAMOUS TRADE MARK 
Scientifically designed and con- 
structed, these Flexible Hard Soles 
(2-8) are easiest to sell to the 
thousands of mothers who are al- 
ready "pre-sold” on the baby shoe 
lines carrying the familiar Mrs. 
Day's Ideal trade mark. 
This ready-made market is easy to 
capture for your juvenile depart- 
ment if you sell these smartly styled 
walking shoes. 


MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 
of Fabric—Cushion—Soft 
Cal, Ind Aint, and 


FLEXIBLE HARD SOLES 














ment as to its acceptance or rejection 
on the part of the Shoe Travelers will 
probably be made within the next two 
weeks. 

This joint convention of the Texas- 
Oklahoma Shoe Retailers’ and _ the 
Southwestern Shoe Travelers’ Associ- 
ations was the most successful held 
since 1929. The more than 200 sample 
rooms of shoe displays maintained in 
connection with the convention saw a 
steady stream of visitors, with consid- 
erable business resulting. 


Shoes For C. C. C. Show Big 
Jump in Price 

Boston, Mass.—About one month 
ago, a contract was awarded by the 
Boston Quartermaster Corps of the 
U. S. Army calling for the manufac- 
ture of approximately 123,000 pairs of 
service shoes of the kind known as 
“Special Type E,” for use by the 
Civilian Conservation Corps. The price 
at which the award was let was 
$2.5125 per pair. 

On January 20, bids covering the 
manufacture of 50,000 pairs of the 
same shoes were opened and the award 
went to the Joseph M. Herman Shoe 
Co., of Boston, at a price per pair of 
$2.675—an advance in a four-week 
period of 16% cents per pair. 

The highest bid for the 123,000-pair 
order was $2.98 per pair. The highest 
bid for the 60,000-pair order, four 
weeks later, was $3.14 per pair. 
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Joseph A. Nash 


BuFFALO, N. Y.—Joseph A. Nash, 
83 years of age, former manager of 
the Argus Shoe Company and author 
of religious plays performed in Buf- 
falo churches, died January 25, at his 
home in this city after a brief illness. 

Born in Cayuga, Ont., Mr. Nash 
was educated in the public schools 
there. He came to Buffalo fifty-three 
years ago as manager of the Argus 
Shoe Company and remained in that 
position until his retirement eleven 
years ago. Since his retirement, Mr. 
Nash devoted himself to his lifelong lit- 
erary interests, writing religious plays 
and poetry. His plays have been staged 
in the Protestant churches throughout 
the city. He was an active member 
of the Memorial Evangelical Church. 

Mr. Nash is survived by a widow, 
four daughters and one son. 


George D. Baur 


KEOKUK, Ia—George D. Baur, 66, 
president of the Baur Mullarky Shoe 
Co., and prominent in this city’s busi- 
ness, civic and fraternal circles, died 
here recently, following a heart at- 
tack. 

He was born in Rochester, N. Y., 
and came to Keokuk 48-years ago. He 
established a retail shoe business with 
A. J. Mullarky 25 years ago. 

He was a member of the Knights of 
Columbus and Chamber of Commerce, 
besides being active in town affairs. 
His widow and three children survive 
him. 


John B. Phillips 


STAMFORD, CONN.—John Phillips, for 
many years proprietor of Phillips’ Shoe 
Store, Main St., died January 24 after 
a long illness. He was born in Odessa, 
Russia, 73 years ago, and had lived 
in Stamford 45 years. Surviving are 
his wife, Sarah, and a daughter, Miss 
Eva Phillips, both of Stamford. A 
son, the late Attorney Albert Phillips, 
was at. one time secretary of state for 
Connecticut. 


George A. Bradshaw 


UBRICHSVILLE, OH10—George Adrian 
Bradshaw, 45, well-known manager of 
the Wiest Bros. shoe store, here, died 
January 24, at his home here, after 
a lingering illness. His condition had 
been critical for several weeks. 

A native of Columbus, he had lived 
here for 35 years; most of the time 
he had been identified with retail shoe 
merchandising. 

He is survived by his mother. 


Sidney Glass 


Los ANGELES, CALIF.—Sidney Glass, 
56, died at his home here on January 
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J. Everly, Proprietor, Everly’s 
Brownbilt Shoe Store, Richmond, Ind. 


For more than 25 years a - shoe merchant! The last two 


years operating under the Brown Plan... 


two years of 


the greatest success in his career! So what Mr. Everly 
says really means something! Why not see for yourself 
how the Brown Plan will help you with stock control, 
advertising, salesmanship, store arrangement, accounting . 
how it provides personal service on knotty store problems 
. in brief, how the Brown Plan helps you sell more shoes 
and make more money? Feel free to write, without obliga- 


Jack Everly, associated tion to 


with his father, E. J. 
Everly 


Wwswyds Danse GOuIQsiy, 


MERS., 
ST. LOUIS 


‘S EVERLYS 


BROWN bilt SHOE STORE 


% 


The modern, attractive 
arrangement of Everly’s 
store interior 


The customer-inviting 
windows of Everly’s 
Brownbilt Shoe Store 





25. He had resided here for the past 
27 years and for the last 20 years was 
in the wholesale shoe business, In ad- 
dition to the widow, he is survived by 
a son, Howard Glass, and a daughter, 
Mrs. Mary Garner, both of this city. 
Funeral service were held at the Little 
Church of the Flowers. 


M. M. Larkin 


St. Marys, OH10—M. M. Larkin, of 
this city, passed away Wednesday, Jan- 
vary 138, from heart trouble. Mr. 
Larkin operated a shoe store in St. 
Marys for 33 years. He spent 40 


years of his life in the shoe business. 
Mrs. Larkin and Martin Larkin will 
continue the business. 





Installs New Front 


SANTA ANA, CALIF.—Extensive al- 
terations are being made at the store 
of the Newberry Shoe Company here, 
at an estimated cost of $3,500. A new 
metal and plate glass front will be 
installed, new interior fixtures, plaster- 
ing, electric wiring, painting and hard- 
wood and pine trim. The work is be- 
ing done by R. C. MeMillan of 702 
Birch St., Santa Ana. 





Men's Shoes 
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“HIGHEST GRADE ONLY” 
|__fAST_WEYMOUTH, MASS.. U.S.A.__! 
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Men's Slippers 
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SLIPPERS 


Genuine TURN Soles with [og 
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Geo. F. Carleton & Co., Inc. 
HAVERHILL, MASS. 
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RECOGNIZED 
HEADQUARTERS 


FOR SHOE RETAILERS 

WHOLESALERS AND MANUFACTURERS 
WRITE FOR SPECIMENS AND FULL DETAILS 

TOLMAN PRINT, Inconrorateo 


UNIVERSITY PRESS 
CAMBRIDGE MASSACHUSETTS 











Directors to Meet at Utica 


New York—Chairman John Slater 
has called a meeting of the board of 
directors of the New York State Shoe 
Retailers Association to be held at 
Hotel Utica, Utica, N. Y., Friday, Feb- 
ruary 12, at 1 p. m. A large atten- 
dance is expected as matters of vital 
importance to the association are 
pending. J. L. Patton, chairman of the 
Executive Convention Council, will 
probably be asked to lead the discus- 
sion. The association intends to expand 
its activities by issuing a ‘Confidential 
Bulletin” to its members. 
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The Wizard Men Got Together 


1937 


Those attending the Wizard conference were: Top row, left to right, L. E. Finkle, 
southwestern states; H. S. Gardner, president; J. B. Reinhart, Sr., vice-president; C. C. 


Leonard, southeastern states; C. H. Delano, New York State; 


W. F. Glaser, Pacific 


Coast; A. J. Hart, New York City; George F. O’Brien, mid-central states; A. E. 

Renner, northwestern states; E. J. Crowell, western and Pacific Coast states; L. C. 

Lyman, east central states; W. F. Richter, northern mid-central states; J. B. Reinhart, 

Jr., advertising and sales promotion manager; J. Carroll, New England states; E. Volk, 
southern states; I. Lewin, east Atlantic seaboard area. 


St. Louis, Mo.—District managers, 
representing the entire United States, 
met in St. Louis, January 4, 5 and 6, 
and contributed to the most interesting 
and constructive national sales confer- 
ence ever held by the Wizard Company. 

J. B. Reinhart, vice - president, 
sounded the key note of the conference, 
which was followed by a complete re- 
port from each district manager of 
the progress made in the territory 
under his supervision during 1936. 

The advertising program, dealer dis- 
play service, educational program, and 
many dealer helps for 1937, were 
dramatically presented by J. B. Rein- 


hart, Jr., director of advertising and 
sales promotion. 

William Richter and A. J. Hart were 
each awarded solid gold, diamond-set 
Trimfoot insignias in recognition of 
their outstanding sales records. Wil- 
liam Glaser and L. E. Finkle were ini- 
tiated into the “Gold Club,” a ceremony 
performed each year at the annual 
banquet. 

H. §S. Gardner, president of the 
Wizard Company, stated in his con- 
cluding address that the Wizard Com- 
pany would continue to confine their 
selling efforts to legitimate and rec- 
ognized shoe outlets. 





N.E.S.L.A. Membership Drive 
Successful 


Boston, Mass.—The New England 
Shoe and Leather Association’s drive 
for enlarging its membership is prov- 
ing quite successful. A conference of 
manufacturers was held recently at 
Auburn, Me., with C. V. Watson, of 
C. V. Watson Co., Auburn, acting as 
chairman, and with Secretary James 
H. Stone of the Association as the 
principle speaker. A number of manu- 
facturers turned in applications for 
memberships. 

Mr. Stone addressed another meet- 
ing at the Hotel Statler, in Boston, 
Wednesday night, January 27, when 
a group of 35 prominent manufactur- 
ers of Massachusetts were present and 
at which a number of enrollments 
were obtained. 


A drive for members among the 
manufacturers of New Hampshire is 
under way, with Lou's H. Salvage of 
Louis H. Salvage Shoe Co., Manches- 
ter, N. H., acting as chairman, as- 
sisted by several other manufacturers 
of that state who are at present mem- 
bers of the association. 

The annual meeting of the associa- 
tion will be held during February, at 
which time new officers will be chosen 
for the ensuing year. 


New Foot Comfort Store 


BEVERLY HILLs, CALIF.—The Beverly 
Hills Foot Comfort Shop has just been 
opened at 9702 Santa Monica Boule- 
vard by Dr. J. P. Ross. Antioch shoes 
are featured in addition to complete 
service in chiropody, Orthopedic appli- 
ances and prescribing of shoes. 
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The new Diamond Brand 


Aluminum Fast Color Eyelets 


have many points of superiority. 


Chief among them are: 


ALUMINUM BASE 
CELLULOID TOPS 
FAST COLOR 
ROLL SETTING 
NON - RUSTING 
@ DURABILITY AND 
DISTINCTIVE APPEARANCE 


4 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Retailers Contribute 
To Flood Relief 


INDIANAPOLIS, IND. — Clerks, mana- 
gers and other employees in downtown 
shoe stores here, canvassed by volun- 
teer workers Tuesday, donated a total 
of $111 in cash for relief of flood 


sufferers. The money was turned over 
to the Indianapolis chapter of the 


' American Red Cross. 


Stores whose staffs and managers 
contributed include Stout’s Factory 
Shoe Store, the Arch Preserve Ground- 
Gripper Shoe Shop, Gaines-Nettleton 
Co., Hanover Shoe Stores, Baker Bros. 
Stores, Betty Lee Shoe Store, Peacock 
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Shoe Window at 
Lighting Exhibit 





Brooklyn, N. Y.—Geo. Bridges, Inc., 21 
Bond Street, has this shoe window at the 
Edison Wonder House of the Brooklyn 
Edison Company. The window displays 
men’s Hanan shoes, Antioch shoes for 

women and Graduated Arch shoes for chil. 
dren. The idea in back of the display is 
to show the improved methods of lighting 
in window displays and the steps to which 
it has gone forward in the past few years. 
George Bridges, veteran shoe man, has 
sold Hanan & Son shoes for many years 
and is their special agent in Brooklyn. He 
has seen the growth of window lighting 
for shoes in many cities both here and 
abroad but states that he has seen nothing 
to compare with the up-to-date lighting at 

the Wonder House. 





Shoe Store, Skinner’s, Inc., Nisley’s 
Shoe Store, Reed Shoe Store, Douglas 
Shoe Store, Red Cross Shoe Store, Kin- 
ney Shoe Store, Schiff’s Outlet Shoe 
Store, Thom McAn Shoe Stores, Felt- 
man & Curme, Miller-Wohl, Burt’s, 
The Thrift Shoe Store, Stroupe- 
Tucker Shoe Store and Heid’s Foot 
Comfort Shop. 

Employees of the Marott Shoe Store 
donated $25 to the relief cause. 





Dayton Retailers Offer Aid 
To Flood Sufferers 


DAYTON, OHI0O—“Don’t forget the 
promises made in the attic” was the 
slogan heard in this city following 
the disastrous 1913 flood which caused 
$100,000,000 damage and 400 deaths. 

With Cincinnati and other cities 
throughout the Ohio Valley suffering 
from the worst flood in their history, 
the Dayton Shoe Retailers Club has 
not forgotten the Dayton flood. An 
offer of aid to shoe retailers in the 
stricken area was telegraphed by M. 
H. Riggs, president, to L. F. Tuffly, 
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president of the National Shoe Re- 
tailers Association, 274 Madison Ave., 
New York City. 

Mr. Riggs’ message reads: 

“Dayton shoe retailers haven’t for- 
gotten our own 1913 flood. We sug- 
gest national and state fund to aid 
shoe retailers in stricken area. Being 
so near flood district, Dayton Shoe Re- 
tailers Club would sponsor any aid 
you may suggest.” 

Due to the construction of a series 
of five dams, dikes and levees by the 
Miami Conservancy District following 
the 1913 flood, Dayton shoe retailers 
and those throughout the Miami Valley 
have been protected against the pres- 
ent flood. The work cost $30,000,000, 
but it has proved its value several 
times in checking and controlling flood 
ig Today, Dayton is safe from 
oods. 





Shoe Club Issues 1937 Diary 


New York—The Shoe Club has 
completed and is issuing their 1937 
diary. This publication is to be sent to 
1500 of the most important shoe and 
leather buyers in the country. 

Besides being handsomely bound, 
this diary contains many helpful 
pages of important data such as ex- 
planation of the federal taxes, latest 
census figures, seating arrangements 
of many major sport arenas and 
many other interesting and enlighten- 
ing features. 

A prefacing section is included 
with a message from the club’s presi- 
dent, Samuel G. Staff, accompanied by 
pictures of the club’s officers. 





Completes 50 Years 


Of Shoe Selling 


Danvers, Mass.—John F. Kirby of 
this city, completes 50 years of retail 
shoe selling on January 27, 1937. 

He was born in Danvers on March 
12, 1865 and was educated in the 
schools of this town, and was employed 
in shoe factories in Beverly and Dan- 
vers. His father, John, was also a 
shoemaker, coming to Danvers from 
Natick. 

On January 27, 1887, at the age of 
21, Mr. Kirby established a retail busi- 
ness which has continued to this time 
as a family shoe store. Associated 
with him until 1921 was his father, 
who passed away in that year. 

Now as assistant is his son, Francis 
H. Kirby, and employed on part time 
are another son and a nephew. 

John F. Kirby has always exhibited 
a genuine interest in local affairs, 
greets nearly all his customers by 
name, and is the oldest merchant both 
in years of service and age now living 
in Danvers. He has personally fitted 
six generations of families. 

He is confident in the future of the 
retail shoe business and looks forward 
to enjoying many more years in a 
career in which he has found the cares 
never a burden. 
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will make your windows 
sparkle! 


Open toe sandals need these ankle high, 
tinted shoe forms. Your customers will see 
your sandals exactly as they will appear in 
actual wear on the human foot. 

Aside from giving this type shoe the 
proper display it needs, Fairy Twinkle Toe 
forms, with their molded toes, rose tinted 
toe nails, and delicate flesh color, will 
bring a real sparkle of life and glamour to 
your windows. 

Use these ankle high Fairy Twinkle Toe 
forms, and see the change for the better in 
your business and your windows. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


For full information telephone the nearest branch office of 
United Shoe Machinery Corp. 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 


Paris Frankfort 
France Germany 
Mexico City, 


Northampton 


an 
Melbourne, Australia Mexico 











Annual Shoe Club Dinner- 
Dance Scheduled for Feb. 13. 


New York—The third annual dinner 
and dance of the Shoe Club of New 
York is to be held February 13 at the 
Hotel McAlpin. This night falling on 
the eve of Valentine’s Day has 
prompted the club authorities to use 
this as the motif for the event. 

Plans for entertainment have been 
consummated and a big show will be 
headed by Belle Baker, supported by 
the Cotton Club’s Tramp Band, Jack- 
son, Irving and Reeves and many other 
popular attractions. Nat Brusiloff, fea- 
tured dance orchestra of the Mutual 
Broadcasting Network, has been en- 
gaged to play for this event. 

Barney B. Kimless, chairman of the 
entertainment committee, looks forward 
to a large attendance as many tickets 
have been purchased by members up 
to date, thus insuring certain success 
for the evening. 

Dinner will be served at eight o’clock 
with the entertainment and dancing to 
follow. 


Water Damages Shoe Stock 


LoweEL., Mass.—Fire on Jannary 21 
caused considerable water damage to 
the stock in Phillips Shoe Store and 
Thom McAnn’s store in the building at 
Market and Central Street. 


Kinney Managers on Vacation Cruise 


A happy group of 28 Kinney shoe store managers, accompanied by C. J. Hannon, ad- 
vertising manager, and D. H. Potter, warehouse manager, photographed recently on 
board the M.V. Brittanic enroute to Nassau and Havana. store managers won 
this trip in a sales contest held by the G. R. Kinney Co., Inc., large family shoe store 
chain. Included in the group are M. L. Devers, Topeka, Kans.; L. P. Johnson, Dallas, 
Texas; C. Haynes, Kingston, N. Y.; J. E. King, Roanoke, Va.; L. H. Tatum, Memphis, 
Tenn.; R. Hanson, Rockford, Ill.; T. J. Bowkamp, Grand Rapids, Mich.; A. D. Short, 
Fort Smith, Ark.; F. D. Bigler, Johnstown, Pa.; R. D. Ryker, South Bend, Ind.; H. J. 
Combs, Kenosha, Wis.; A. W. Faust, Reading, Pa.; J. C. Roberts, Jr., Shawnee, Okla.; 
G. E. Hibbison, Des Moines, Towa; A, Seizer, West Allis, Wis.; A. Klosterman, Wau- 
sau, Wis.; S. Malester, Woodside, N. Y.; T. L. Porter, Macon, Ga.; C. M. Guess, 
Lubbock, Texas; R. S. Whitman, Atlantic City, N. J.; VW. W. Weaver, Grand Rapids, 
Mich.; Leo A. Haid, Parkersburg, W. Va.; R. A. Schneider, Laredo, Texas; W. Cygor, 
Watertown, N. Y.; Virgil Schumpert, Jackson, Tenn.; S. S. Dunkelberger, Harrisburg, 
Pa.; F. Gozdzialski, Milwaukee, Wis.; L. E. Hazlett, Portsmouth, Ohio; D. H. Potter, 
Harrisburg, Pa., and C. J. Hannon, New York office. 
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Authentic 


Genuine 
Hand-Sewed 


NORWEGIAN 
SLAK SPORT 
SHOES 


The demand for ‘‘Vikings’’ has 
brought imitations on the market which 
omit the principal authentic feature of these 
Street Shoes and Indoor Slaks — namely, one 
single piece of leather extends all the way under 
the foot — that is true comfort, true moccasin and 
true ‘‘Viking’’ construction. Write for new 1937 
catalog today to Dept. BS-6. 


COLT-CROMWELL CO., INC. | 


EST. 1899 


Stoughton 1239 Broadway Dallas 
N.Y.C. Tex. 


VIKINGS 










Los Angeles 
Cal 
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HOTEL PHILADELPHIAN 


FORMERLY HOTEL PENNSYLVANIA 





The same courteous and competent 
stoff will give you the utmost in friend- 
liness, comfort and service. Conven- 
iently located to all stations, and only 
five minutes away from the heart of 
the business section. 


600 ROOMS with boths from $2.50 up 
COMFORTABLY AIR-CONDITIONED 
Lounge and Restaurants 


DANIEL CRAWFORD, JR., MANAGER 
39th and CHESTNUT STREETS 
PHILADELPHIA, PENNA. 











Shoe Plants at Near Capacity 


AuBURN, N. Y.—A survey of the 
shoe plants at Auburn indicates manu- 
facturers there to be well sold ahead 
with orders far ahead of last year and 
all plants operating on an almost 
capacity basis, the outlook for 1937 
being considered the best in several 
years. 

The Sterling Shoe Corp. is having an 
unusual call for the new high-riding 
step-in with lattice work, recently 
placed on sale in the retail stores, and 
finds it one of its most popular lines. 

Marshall, Meadows & Stewart, Ine., 
makers of “Miss Pirate” and “Marshal- 
aise Style” shoes, and special brands 
sold in several larger department 
stores, finds a tendency toward higher- 
priced footwear and sales of the best 
quality lines the most active in years. 

At the Enna-Jettick plant of Dunn 
& McCarthy, Inc., operations are on a 
near capacity basis with orders well 
ahead for the spring and summer sea- 
sons and unusually good business in 
prospect in 1937. 

Incidentally, it may be added, how- 
ever, that production is adversely af- 
fected in North Central New York 
plants by an unusual amount of illness 
among skilled employees occasioned by 
the extraordinary spell of warm, wet 
weather. At one plant in Johnson 
City a few days ago 16 employees in 
one department reported ill, and nearly 
all the factories in the district are hav- 
ing the same trouble, including the 


plants at Auburn, Endicott, Johnson 
City, Dolgeville and Little Falls. 

All manufacturers agree that higher 
wages and higher costs for material 
are certain to result in increased shoe 
prices within the next few months, but 
none will venture to predict just what 
these increases may amount to. 





His Own Competitor 


They tell this for a fact. On the Pacific 
Coast is an ell-shaped store having entrances 
on two streets. A prospective customer asked 
the man at the main entrance for size 6!/ EE 
oxfords for herself. On being very courteously 
told none was carried, she went around the 
corner to “another shoe store" where a sales- 
man sold her some $75.00 in shoes and hosiery. 
As the boss himself tells the story of his own 
men, it is assumed that the incident formed 
the basis of an interesting store meeting. 





L. A. Miller Reelected 
Elder & Johnston Director 


DAYTON, OHI0—Louis A. Miller, head 
shoe buyer of Elder & Johnston Com- 
pany, local department store and a 
past-president of the Dayton Shoe Re- 
tailers Club, was reelected a member 
of the board of directors of the Elder 
& Johnston Company during the annual 
election. Mr. Miller has been a director 
of the company for the past several 
years. 


Recently the store signed a 25-year 
lease on the Reibold office building in 
which the company is located. The 
main shoe department, now located on 
the second floor, will be moved to the 
center of that floor during the expan- 
sion program. 

“By moving the department to that 
location,” said Mr. Miller, “a store cus- 
tomer will have to go through the shoe 
department any way she may want to 
go on that floor. We will be able to 
get them coming and going.” 

In addition to being reelected a direc- 
tor of the store, Mr. Miller was honored 
during the recent Chicago convention 
of the National Shoe Retailers Associa- 
tion by being appointed city chairman 
of the association for Dayton. 





Hamelin Represents Saxe 


On Coast 


Los ANGELES, CALIF.—J. R. Hamelin, 
with offices in The Broadway Arcade 
Building, is now representing the Saxe 
Shoe Co. of Boston in the territory of 
Denver, west. He is calling on the 
volume trade, both jobbers and large 
department store accounts, with this 
line of novelty shoes and sandals in 
the lower-priced brackets. Gabardines, 
he reports, are selling extremely well 
in the two and three-dollar retailers, 
in all patterns, with the black and the 
grays outselling all others for imme- 
diate delivery. 
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DATION 


BEN : 


























FOR SECURE ANCHORAGE 


Strength and rigidity in shank construction and in wood heel 
attaching are as important to good shoemaking as a proper 


foundation and secure anchorage are to the building of bridges. 


Based upon sound principles, Unishank and permanent (6/C 
Wood Heel Screw combine to promote security in the finished shoe. 


These thoroughly tested methods add strength, durability, and 
comfort to the shoe throughout its life. 


BC 
UNISHANK 
INSOLE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Merchants everywhere in the flood 
areas should, if financially able, re-stock 
at once with footwear needed by the 
public for its work of home restoration 
and employment for wages. Any man 
capable of work with shovel and broom 
is to be given employment by govern- 
mental aid bureaus and of prime neces- 
sity is suitable footwear for the work. 

Spring is riding down the calendar 
with great rapidity so the muck and 
debris period will be short and effec- 
tive. Any stock purchased should have 
in mind the amazing capacity of the 
American public to live through, repair 
and even forget its calamities. Regular 
shoes, for regular wear, will be called 
for by Easter by the very people who 
see total ruin in homes and finances 
at this moment. The money for shoes 
is forthcoming, somehow. People can 
clean and dry clothing and make it 
presentable for wear, but caution 
should be made to the public to refrain 
from wearing soggy, wet or damp foot- 
wear—as a matter of public health. 

The sign “business as usual” over 
your store indicates a return to com- 
mercial usefulness—and the sooner the 
better for merchant, public and com- 
munity. 

Warning of flood flow into the Mis- 
sissippi has been sufficiently ahead of 
the waters to permit the movement of 
stocks of shoes to storage above high 
water—so the problem of the overflow 
of the Mississippi to the Gulf is com- 
mercially lessened. Vigorous rehabili- 
tation is assured by credit aids by 
government and private finance. As for 
shoes, a marked increase in demand 
for work shoes and for more useful 
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Most Disastrous Flood in 
American History 


[CONTINUED FROM PAGE 19] 


footwear is anticipated. There will be 
slight delays in delivery of shoes from 
factories affected but surprisingly few 
shoe factories were below the water 
stages, and in some cases, emergency 
removal has saved finished stock, so 
that upon restoration of transportation, 
the flow of new shoes will be in time 
for Easter selling — unbelievable as 
that may seem, considering the im- 
mense area under water in ten states 
and eventually in sixteen states. 

Some supply houses—arch supports, 
dressings and the like—have volun- 
teered to replace merchandise affected 
by the flood, but it is necessary to 
write and negotiate such transfers. 
Merchants of long-standing and of good 
credit have every expectation of co- 
operative assistance for American in- 
dustry is tolerant of situations beyond 
the power of Man. The floods have 
affected not only the regions covered 
by water, but every part of the coun- 
try and money, loans, credits, merchan- 
dise and cooperation are in process of 
movement into the afflicted areas. 
Those cities and towns will be rebuilt 
and remodelled and in a short space of 
time, for never in American history 
has the helping hand been so generous. 

But to each individual the probiem 
of employment and reconstruction is 
a personal problem of great impor- 
tance; and hardship begins with the 
receding waters. Purchasing power 
will be slow in reviving for many, so 
the merchant’s problem is made difficult 
in cases of extending credit for shoes, 
when his own resources are in peril. 
The effort to sell for cash is something 
for every merchant to consider. 





Unique Shoe Merchandising 
Business 


WASHINGTON, D. C. 
—The _ Nation’s 
Capital has a 
unique shoe mer- 
chandising bu si- 
ness in which sales 
in the shop are 
practically, negli- 
gible. At the time 
when other shoe 
stores were swamp- 
ed with Christmas 
shoppers, the store 
of the Saltz Broth- 
ers at 1341 F St. 
in this city, looked exactly like the 
interior of a serene, unhurried club. 
The few attendants went about their 
business as if there were no such 
thing as clerks in other stores almost 
dropping from weariness, and as if 
there were no tired, exasperated cus- 
tomers impatient for attention. 





J. E. McGEARY 





J. E. McGeary is the manager of 
this shoe store, and “Mac” is known 
far and wide among young and old 
men in this region. “Mac” had an 
idea which has grown to be the unique 
merchandising idea of this area. He 
entertains his customers in this store, 
and, if they wish, shows them the shoes 
that are stored behind the beautiful 
panels. But his selling is done outside 
of the store. He takes shoes to the 
many colleges, universities and schools, 
scattered about Washington and its 
environs, exhibits them to students and 
faculties and takes their orders and 
delivers the shoes without the cus- 
tomer coming near the store. They 
know “Mac” at Georgetown Univer- 
sity, George Washington University, 
Catholic University, University of 
Maryland, University of Virginia, St. 
Albans School, and others, as well as 
they know the “profs” on the faculty. 
“Mac” knows the latest styles in foot- 
gear for young people in England as 
well as in America. He keeps abreast 
of school affairs as well as he does of 


the shoe business. There are few stu- 
dents in the neighborhood of Wash- 
ington who don’t know “Mac” and his 
ability to help and advise them. He 
has that rare faculty that enables him 
to know by name over 2000 persons, 
their likes and dislikes, their hobbies 
and their personal affairs. They say 
that “Mac” never forgets the details 
of his relations with those he serves. 
When you stop into the shop and lis- 
ten to the conversations you wonder 
if you have happened into an informal 
reunion. Friends are always meeting 
friends they have not seen for a long 
time, and they all treat “Mac” as if 
he were the best-liked friend of all. 

This store of the Saltz Brothers has 
walls panelled in oak, and man-style 
chairs cushioned with fine morocco 
leather and studded with heavy brass 
nails. There is not a shoe anywhere 
in sight. On the walls are college 
shields and seals, enameled on fumed 
oak and fine old prints, placed in the 
right places. 

The Saltz Brothers’ shop for the 
past seven years has carried French, 
Shriner and Urner shoes. “Mac” 
started with this idea of taking the 
shoes to the people in the schools and 
today is still making his regular trips 
to the students with a steady and 
profitable business as a result of his 
novel idea. ; 


Selby Resumes February 2 


PorTSMOUTH, OH1I0—Notice was given 
to a staff of workers to report for work 
February 2 at the Selby plants. The 
receding waters have left a problem of 
drying out the first floor and basement, 
but stocks of shoes, materials, records 
and equipment elevated to upper floors 
are in excellent condition. 

In-stock service starts in a few days 
as trucks and transportation are re- 
stored to the valley. Boilers and heat- 
ing equipment will be in condition for 
drying out the basement within a few 
days. Workers and executives worked 
side by side to make the offices, sample 
rooms, etc. ready for use on February 2. 
Advertising service was in operation 
in Chicago even as the flood waters 
rose and there was no cessation of such 
promotional work. 





K. M. Cox Advanced 
To Manager 


SANTA Monica, CaLir.—K. M. Cox 
has been transferred from Santa Ana 
where he was assistant manager of 
the Barnet Bootery there, to this city 
where he has been advanced to man- 
ager of the local store in this same 
group. The Barnet Bootery in this 
city is located at 1329 Third St. and 
has been recently acquired by L. M. 
Barnet whose headquarters are in 
Long Beach. 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes 


The Recorder Stock and Daily Sales Record Helps 
5 You Do Just That! 


Insures Accuracy of Buying Judgment 


Biack 





salen “If a $5 Gold Piece Falls Thru 
Siete a Crack in the Floor”—is the 
ET title of our instruction brochure 
dis hae for keeping stock records:— 
Supplied with each order for 


ae pe the Stock Record System. 














One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded — 
Visible daily turnover and sales report— 
with monthly inventory of each stock 
number— 

Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in con- 
junction with the MASTER STOCK 
SHEET and the central office CONTROL 
FORM, also a COMPARISON FORM for 
sales of total pairs by seasons and years, 
gives the merchant-owner complete stock 
control with style and sale trend. 





Complete Working Outfit...... $7.25 
(West of Denver........ $7.75) 


Consists of: 
Black Cloth binder—1114” x 13%4”...... $2.00 
OR: DeLuxe Imitation Leather.......... 2.00 
100 Daily Sales and Stock Sheets, (Form 
# 100) and 1 Comparison Form 
2 Inventory Pads (100 sheets) 

"8nasene 2 Buying Order Pads (50 sheets) 

(or 4 of each, as preferred) 

1000 Carton Tickets and Clips 


Above, not including Carton Tickets.... 5.00 
(West of Denver $5.50) 








Postage Prepaid—Check with order, please, unless 
C.O.D. Shipment is preferred. 


Orders filled for any forms preferred. 


(New Revised Fifth Edition) " 
Your choice of DeLuxe oo imitation leather binder shown above, Shoe Carton Tickets and Clips: 
or—Black cloth binder below. 


Quantity Price 
Spoctel < Sales A Stock ‘Sheets (Form No. 100).............005 $9.00 
PROFIT CHARTS—25c. se: an accurate method of figuring 
ing 5 
WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 





5000 (per thousand) ........ee.e0+..eees 2.00 


209 So. STATE STREET 


When writing advertisers please mention Boot and Shoe Recorder 
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Sees STATES—Vi A 
known line ae children’s and and rowing 
a backs. 


39th Street, New York N. 





ATTENTION !! 
SALESMEN?! 


Opportunity for live wire Repre- 
sentative with an established Tol- 
lowing, to represent the largest 
house featuring and specializing in 
Stylish Stouts and Corrective Foot- 
wear, as well as Sports, Spectators 
and Opera Pumps. Entire New 
York State from Newburgh to 
Buffalo open. 

In reply, ge all details as to ex- 
perience, following and references. 


NU WAY SHOE CO. 
142 Duane Street, New York, N. Y. 











IDE line salesman for general line mits 
priced shoes wanted. Poloner Shoe 
West Broadway, New York. 


EXPERIENCED shoe salesman with good fol- 
lowing in WESTERN PENNSYLVANIA 
AND EASTERN OHIO to carry an in-stock 
line of Men’s, Boys’, Children’s, Growing 

Girls Oxfords and Women’s WELE. O-PEDIC 
Arch support shoes retailing at $2.00 to $4.00. 
Will allow drawing account to the man who 
can a results, Full particulars in the first 
+ . Meltzer, 28 N. 4th St., Philadelphia, 
‘a. 








WANTED live wire salesman for Ladies’ Soft 
Sole Slippers of Quality. Latest styles at 

saleable prices. Address 229, care Boot 

~~ 239 West 39th Street, New York, 





ALESMEN, to carry as side line, novelty 

toy give-a-ways for children’s shoe stores. 
All territories outside New York City available. 
Excellent toy values. Liberal commissions. Ad- 
dress F-232, care Boot & Shoe Recorder, 239 
West 29th Street, New York, N. Y. 





LINE WANTED 


WOMEN’S shoes for New York and Middle 
Atlantic States. Best references. Address 
F-230, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


iy wernt wo experienced wholesale shoe 
salesman desires factory or wholesale line 
for Brooklyn, Long Island and New York. Al 
erences. Own car. Brooklyn resident. Ad- 
dress F-231, care Boot & Shoe _ 239 
West 39th Street, New York, N. Y. 











Which large Firm in th: RETAIL 
BOOT & SHOE TRADE will acquire 
the services of one of the best Euro- 
pean specialists for the organization 
and decoration of their window 
dressing. 

The Advertiser is manager of the Win- 
dow Dressing Dept. of the leading 
French Boot Firm. 

His state of service is exceptional and 
results will surpass all expectations. 


First class references. 


Address F-238, 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 








A CAPABLE ASSISTANT TO A 
BUSY EXECUTIVE 


A man you can admirably use. A man 
you can thoroughly rely upon. A dili- 
gent worker who can relieve you of 
the endless number of details you are 
troubled with. A young man—25—but 
thoroughly seasoned in shoe making 
and shoe selling. University graduate. 
Trained abroad in the managing and 
directing of a retail shoe organization. 
Has been in this country two years. Is 
now employed in the shoe industry. 
His executive capabilities and constant 
energy will make you happy you hired 
him. Get in touch with this unusual 
shoe man through . 


Address F-239, care 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 











MANAGER, buyer, ten ,years’ experience in 

popular priced women’s shoes. At present 

employed managing chain store doing volume of 

$150,000. Seeking position with individually 

owned reliable firm. - Address F-234, care Boot 

3 — agree. 239 West 39th Street, New 
ork, N. 








MANAGER -talesman—many years experience 
in retail shoe stores desires connection in 
Metropolitan New York. Knows shoes, fitting, 
stock control and all details pertaining to re- 
tail selling. Address F-235, care Boot & Shoe 
Recorder, 239 West 39th ‘Street, New York, 








QRTSOrEDC SHOE MAN AVAILABLE, 
Now employed in an ethical retail ortho- 
ic shoe egg in char; Bog cieeth of buying and sales. 
nows every retail merchandising. 
Has a large PA elon among physicians and 
pate in New York. "Address F-228, care 
& ay ‘aie 239 West 39th Street, 

New York, N 





ENERGETIC salesman, manager and buyer, 

*-15 years’ experience in retailing popular 
price shoes for independent and chain stores. 
Address F-233, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





EXCELLENT retail shoeman, associated with 
New York stores in capacity of manager 
sales, stock control for 20 years, wishes position 
in New York City. Address F-236, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





STORE WANTED 





SHOE store carrying better grade of shoes. 
rs H. Webster, 398 East 167th St., New York 
ity. 





FOR LEASE 


FoR lease to live wire operator, shoe dept. 
in new department store opening soon in finest 
location in city apply to Arthur Beerman, 
Boston Store, Dayton, Ohio. 











FOR SALE 
ESTABLISHED paying shoe department in 
new modern store, seven per cent rental, 


northern Iowa. Address Post Office, Box 306, 
Oskaloosa, Iowa. 





) hag Kags shoe store down town loca- 
tion. Will sell reasonable. Allan Jay 
Shoes, 127 West Market St., Sandusky, Ohio. 





HELP WANTED 


ASSISTANT SHOE BUYER for large, fast 
growing orthopedic shoe department. Must 
know men’s, women’s, children’s lasts; leather; 
corrective fitting, end he bert some knowledge 
of anatomy. ine poly I for a young 
man to gt to the top. Reply in and ef. 
ing age, experience, ref- 
Srence. Address F237, care Boot & Shoe 
Recorder, 209 So. State St., Chicago, Ii. 








mum charge, 7. 
address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all tndisplayed advertisements. Mini- 
5 cents, For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


Wher a box number is desired twelve words should be ‘added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
0S Advertisements ee ee eee New York office on Friday of the week preceding publication. “Ge 











BOOT AND SHOE RECORDER, February 6, 


1937 


Page 57 





MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 





$4.00 
aross 


Pouy Cup 
for Price Tickets 


$2.25 
HALF @Ross 


Tiits at Aay Angie 


M. D. Pollinger Co. 
HOLLAND BLDG. 


ST. Louis mo. 


WANTED TO PURCHASE 











WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 

IRVIN RUBIN 

“The House of Jobs” 

89 Reade St., Cor. Chu 
Phone hoe 7-7887 New York City 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 5181 








Buyers of Surplus Stocks 


We will buy surplus or —., seach of shoes 
from manufacturers, jobbers or 


QUANTITY NO enmor. 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















Fire Destroys Shoe Stock 


DETROIT, MicH.—The complete stock 
of footwear in Earl’s Smart Shoes, on 
the ground floor of the Majestic Build- 
ing, was destroyed by fire Sunday. The 
inside of the store was also damaged. 

The blaze was discovered by Earl C. 
Gregg, owner, and his assistant, Law- 
rence C. Silver, when they entered to 
examine the stock. Assistant Fire Chief 
Michael Dwyer said that the flames 
apparently started from wires in the 
window display. 


Shoe Business Up 25 Per Cent 


Hope, ArRK.—Henry Hitt, proprietor 
of Hitt’s Brownbilt Shoe Store here, 
says that retail shoe sales during 1936 
cleared the way for the biggest produc- 
tion year in history. “My own busi- 
ness,” said Mr. Hitt, “ran approxi- 
mately 25 per cent beyond that for 
1935 and was the best since opening 
nearly five years ago. 

“Shoe values have been at their 
peak,” he said, “while improved condi- 
tions throughout the country and espe- 
cially in this territory have accounted 
for the improvement. 

“Prices have been lower than in the 
boom years,” Mr. Hitt said, “although 
many in the shoe business expect a 
price increase shortly.” 





THE ORIGINAL 


Shoe Shrinking Devices. 
DO NOT BE MISLED 
by patent warning notices. 
We own Patent No. 1990142 


These shrinking devices enable you to 
make all your customers not only satisfied 
but permanent by giving 
them added service in 
eliminating gaping and 
fullness from around the 
top of shoes, preventing 
gaping at the heel or 
ping at the sides, and 
by removing wr: oe 
from quarters, vam 
and linings. These 
vices when used with 
our specially prepared 
fluids, which are scien- 
$ 50 { tifically necessary 
shrink pogo a. aul 
eathers ~ ‘abrics - 
Curved type iron = out harm to either. 


Send your order or write for detail in- 
formation. 

Special combination offer $25.00 (fluids in- 
pe me in above prices) f.o.b. Indianapolis, 
ndiana. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 


PAT. NO, 1990148 








BUSINESS OPPORTUNITY 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful practices in 
this new and dignified profession. Home 

Course, including working models and equipment, 

furnished at low cost. Easy terms. Write 

THE TECHNOPEDIC INSTITUTE 

665 Broad Street Newark, N. J. 

















Shoe Store Moved 


Detroit, MicH.—Gene’s Shoe Store, 
of which Eugene Roth is the proprie- 
tor, has moved from 7815 West Vernor 
Highway, to 7814 West Vernor High- 
way. The store has been completely 
remodeled to suit the needs of the busi- 
ness, and the most modern and up-to- 
date equipment has been installed, ac- 
cording to Mr. Roth. 


Remodeling Boosts Sales 


CHICAGO, ILL.—Late Fall remodeling 
and modernization of his store brought 
an increase of 25 per cent in business, 
Harold Blitz, owner of Blitz Boot shop, 
1340 Devon Avenue, reports. Changed 
from the old box front, dark interior, 
and opera chair type store, the Blitz 
shop is now one of the most modern 
and attractive shoe shops on Chicago’s 
north side. 

A new black carrara glass front and 
full plate glass windows were installed 
permitting larger and more attractive 
displays. Double entry modernistic 
doors replace the former single unit. 
Forty chromium chairs and settees with 


INTERCHANGEABLE Metal Figures 
2” high. For Pricing Merchandise. 


Used by Leading Shoe Stores 
SET: $8.50 for satin finish (dull) 
Ty 50 for chromium finish (bright) 
100 numerals—20 dollar signs, 20 periods, and 
20 bases in a set. When ordering, mention the 
prices you display—assortment made accordingly. 
Also plate glass mirror signs, blue 
or black, with white catalin letters 
COMBINATION PRODUCTS CO. 
64-74 West 23rd St. New York, N. Y. 

















Pou Soe 


OLDER. 
Pat. Pending 
ang a. bran ds, golf shoes and 
shoes in 


eorreet up- 
invisible when used. 


perly. Holds 
a poe Tang Pep ractieal 
or men’s and women’s 


Will never topple over. 
35°00 00 "aa a $1.65 per 2 dozen. 
» POLLINGER CO 
Holland "Bulling St. Louls, Mo. 

1AN DISTRIBUTOR 








6 Northeote ‘Avenue, oronto. 8, Canada 





SHOE STRETCHER 


VAMP RAISER — LENGTHENER 


Should be In aay ee Relieves and permanently 
eg tian ng shoe. Raises vamp from ares to 
Len 8 too short shoes. Made of hoe findings 
ade of oer nickel plated. For sale by shoe fin snes 
and ge A hoe houses everywhere, 

your order direct to 


$5.00 COMPLETE 


NU-WAY SHOE STRETCHER CO. 
4367 Duncan Ave. St. Louls 


with 3 sizes 
of Last 











white upholstery replace the old opera 
chairs and new desert tan carpets deco- 
rate the floor. The walls have been re- 
done in peach, blue, and coral. New 
modernistic lighting fixtures have been 
installed in the interior and in the win- 
dows where lighting is twice as strong 
as before. 

The Blitz shop has been at the same 
location for 15 years and was one of 
the first in Chicago to install an X-ray 
machine. Mr. Blitz specializes in ortho- 
pedic fittings for children. 
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Shortage of Fancy Stitchers 


HAVERHILL, Mass.—Due to the in- 
tricacies of patterns and to the volume 
of orders, Haverhill shoe manufactur- 
ers are faced with an acute shortage 
of fancy stitchers. 

Haverhill contract stitching rooms 
are flooded with shoes from factories 
outside this city, impeding work of 
resident manufacturers. 

Raymond V. McNamara, president 
of the Chamber of Commerce, who 
was besieged by Haverhill manufec- 
turers for some remedy, immediately 
began to establish contact with con- 
tract stitching room proprietors with 
a view of obtaining priority for Haver- 
hill manufacturers in order that pro- 
duction schedules might be maintained 
and desired expansions achieved. 





Moscow Factory Increases 


Production 


Moscow, U. S. S. R.—Workers of 
the Paris Commune Factory here, sec- 
ond largest in the Soviet Union, have 
pledged themselves to bring up daily 
production to 32,000 pairs before the 
end of the year. Planned output for 
the year is 8,550,000 pairs of shoes, 
and nearly 100 new models for men, 
women and children will be intro- 
duced during the year. 

Last year the Moscow factory pro- 
duced 7,350,000 pairs of shoes which, 
though still above the cost and below 
the quality of American shoes, repre- 
sent a marked advance in the Soviet 
shoe industry. Fifteen of the models 
produced by this plant last year will 
be exhibited in Paris in the Interna- 
tional Exposition to open in the Spring. 





Canadian Footwear Production 


Shows Increase 


MONTREAL, CAN.—The cumulative 
production of leather footwear in Can- 
ada during the 11 months ending No- 
vember amounted to 20,348,589 pairs 
compared with 20,146,700 in the same 
period of 1935. The output showed the 
usual seasonal decline in November in 
comparison with the previous month, 
falling 17 per cent. The total was also 
lower than in November, 1935, register- 
ing a decrease of 6 per cent. Produc- 
tion in the latest month amounted to 
1,602,230 pairs against 1,927,901 in Oc- 
tober and 1,706,149 in November, 1935. 





What’s Wrong? (See page 35) 


‘Well, how did you make out? How 
long did it take you? Not long prob- 
ably, but to shoe men, it’s interesting 
to puzzle over a picture like this and 
it does make one stop and think. As 
you have probably observed, the right 
shee is on the left foot and the left 
shoe on the right foot. One shoe is 
laced criss-cross, and the other straight 


across. 
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# Buying (ui 


BOOTS AND SHOES 
BLOG SHOE COMPANY, New York City.....................- : 4 
BROOKS SHOE MFG. CO., Philadelphia, Pa... 20.2.2. eee 50 
BROWN SHOE COMPANY, St. Louis, Mo. ... 0-266 47 
CARLETON, GEO. F. & CO., INC., Haverhill, as TRSa Ribalat perio eos 48 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass.................0.00...02.0.0 00s 48 
COLT CROMWELL CO., New York City . Ug cy ease Ces Ue ee as el, Ce 
DOUGLAS, W. L., SHOE CO., Brockton, Mass. ............0 000 c cece ccc ee eee 2 
ENDICOTT-JOHNSON CORP., Endicott, N.Y. ....... 200000. e ccc ccc eee 4,5 
FREDERICK SHOE CORP., Derry, N. H. ...........0 002 ccc cece cent e eee eene 38 
GILBERT SHOE CO., THE, Thiensville, Wis. ........0.0000 000 ccc ccc cece eee I 
GREEN SHOE MFG. CO., Boston, Mass.. Spica eee oe . .Back Cover 
JUSTIN, H. J., & SONS, INC., Fort Worth, Texas NPS aes Cosa ane ee ate 10 
JUVENILE SHOE CORP., St. Louis, Mo. ......... 00. e ccc cece nee e ees 39 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. ................. 000 cece eeee 46 
NUNN-BUSH CO., Milwaukee, Wis. ..........0 00000 eee eee eee 3rd Cover . 
CPUS SHIGE CO. Silom, Mets ooo Oe a, 46 
ROBERTS, JOHNSON & RAND, St. Louis, Mo. ... 0.2.2... ee ec cece eee eees 40 
THOMPSON BROS. SHOE CO., Brockton, Mass............5.. 0000. c cence eee ees 43 
TWEEDIE FOOTWEAR CORP., Jefferson City, Mo... 1.0.2.2... 0250. c cc eee eens 12 
UNITED STATES RUBBER PRODUCTS, INC., Nev ork City................. Front Cover 
LEATHER AND OTHER MATERIALS 
ALLIED KID CO., Boston and New York City............06 050 cece cece eee ee eee 45 
COLONIAL TANNING CO., Boston, Mass. 2.0.2.0... 0c cee eee ee eee eee ee enees 6, 7 
ENGLAND WALTON DIV. A. C. LAWRENCE LEATHER CO., Boston, Mass........... 42 
EVANG, JOM BR. & COw Camden, N. Jini icc ris eit ee Has 8,9 
HUBSCHMAN, E., & SONS, Philadelphia, Pa. .... 2.0.06. eee 2nd Cover 
MISTEER URATIIe CO., Boston, Mess... ee ees 37 
OMG LEATHER GO. Girard; Ohio 25. eee 27 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis..... 0... ee eee 34 
ECU Is OU UN ee ici aa diss Codes va aed omdy oe ReEhs bean wee es 50 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
SPAULDING FIBRE CO., No. Rochester, N. H. ........0 00 ccc cent eee ene cee n eens 3 
UNITED SHOE MACHINERY CORP., Boston, Mass..............5. 000000000 ee 29, 33, 53 
UNITED FAST COLOR EYELET CO., Boston, Mass. ...........6.020 ccc c eee eee ee 49 
STORE EQUIPMENT AND FINDINGS 
COMBINATION PRODUCTS CO., New York City.............0 0.0000 c cece 57 
MOHAWK CARPET MILLS, New York City.................. Reo ETE Cee ha 36 
NU-WAY SHOE STRETCHER CO., St. Louis, Mo..... 20.2006 06 e ec cneee 57 
POLLINGER: Mi: D.. GO. St. Louis, Mo... 5. 5. ee eS 57 
SCHOLL MFG. CO., INC., THE, Chicago, Ill. 0.2.2.2... 0.000 weee 25 
Se to, Ast, i Neo ke cg cece ba is a i wo cnr gs tases 51 
SMELTZER, E. C., CO., Indianapolis, Ind.....................24.4.. Buble Sodeke antes 57 
MISCELLANEOUS 
ADAGMICAN Wika. Maw York CAV. .o05 655 vis age ey os pine NG a eden 31 
BARIS SHOE COMPANY, New York City.........0.. 00... c cece cece cence ed 57 
HOTEL PHILADELPHIAN, Philadelphia, Pa. ................ 0005 eee 52 
IRVIN RUBIN, New York City..............00..00. 02, ivwcbend 57 
KIRSCH-BLACHER CO., INC., New York City.................0....00 00020002042. 57 
TECHNOPEDIC INSTITUTE, Newark, N. J. ............066-0 feces eres EE ey eT 57 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass.................... 50 
TOLMAN PRINT, INC., Cambridge, Mass. ..................6. pes ch Powerless ty 48 
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THEY'RE WEARING THEM IN THE SOUTH 
THEY'LL WEAR THEM THE COUNTRY OVER 


Introducing a charmingly designed line of Women's Novelty 


shoes for the coming season. 


Here is a line that is youthful and smart—shoes so definitely 
new and so modestly priced that every woman will want a pair 


or two to complete her Spring wardrobe. 


Send in your initial order for these clever new models now. 
3656—White Side Two Eye- 


You'll find them a real Spring Tonic, for they'll be the first let Tie, 151/)/8 Cuban Heel, 


choice of each customer that comes into your store. Cem Pro. ........... $1.45 


—And they're all In-Stock ready to be shipped at once. 3654— White Side Monk Side 
Strap, 11/8 Covered Heel, 
Cem Pro. Sizes 3/9 . .$1.45 


3634—White Side U Throat 
3625—White Side Step-in . 
Tongue Pump, Nickel Eye- Tie, 15/8 Leather Heel, Cem 
lets, 17/8 Continental Pro. Sizes 3/9 


Heel, Cem Pro. Sizes 3/9. 
$1.55 
bas <a, a 
3610—White Side Front IN STOCK i= ea an jo “9 
Strap Sandal, 19/8 Conti- peri sake /2/ pe 
nental Heel, Cem Pro. nt Heel, Cem Pro. Sizes 3/9. 
Sizes 3/9 e \ $1.55 
3655—White Side Tie Pe x: 
Nickel Oblong Eyelets, 


15!/>/8 Cuban Heel, Cem 
Pro. Sizes 3/9 


3642—White Side Monk 
Side Strap, 15!/./8 Cuban 
Heel, Cem Pro. Sizes 3/9. 

$1.45 








ST. LOUIS, MO. 
N£W YORK CITY 





MILLER 


IN THE N.Y. Times 


Reproduction 
is one half 
actual size 


Other manufacturers, too, are: aware of Colonial’s 


I. Miller advertises Colonial Patent. And when leadership in black, white and the great range of 


Colonial Patent Shoes are on the customer’s foot they colors. They are using more and more every season— 
advertise for I. Miller. Their fine grain appearance, because they, like I. Miller, know that fine leather 
their lasting finish and their sleek smartness, adver- makes fine shoes—Go Colonial and go ahead. 


tise that these, truly, are fine shoes of fine materials: Colonial Tanning Company, Boston, Massachusetts. 


COLQGNIAL 


fos the Bett Fatent Leather Shoes 


When writing advertisers please mention Boot and Shoe Recorder 
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THIS NEW RUBBER OXFORD 
IS IDEAL 
Gorn EARLY SPRING PROMOTION 


Here’s why navomen are so keen about it! 


It’s Dainty and Smart—Fits snugly and comfortably. Conforms per- 
fectly to stylish shoes because of correct design and full elastic con- 
struction. Gives a trim, tailored effect to the foot. Rich satin finish. 


It’s Light and Comfortable—Remarkable for its extremely light weight 
and comfortable “‘feel.”” No lining. Patented non-gapping elastic top. 


On and Off in an Instant—Easy to put on and take off because it has 
only one snap to operate and it stretches over the shoe easily. 


It’s a “Natural’’—Many women tell us that this new oxford is just 
the sort of protective footwear they have always wanted—easy to 
wear—easy to look at—easy on and off. 


This new Ball-Band number has already won the 
enthusiastic approval of women who have keen ap- 
preciation of both style and usefulness in protective 
footwear. 


It is ideal for profitable early Spring promotion. 
We suggest that you order a sample run of sizes 
today, or write us and we'll have our salesman call. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street . Mishawaka, Indiana 


Women’s 
l-snap 
Satin Finish 
Rubber Oxford 


BALL-BAND 


When writing advertisers please mention Boot and Shoe Recorder 





“"Isn‘t that a 


NICE Looking 


Store ?“’ 


HEN people say that about 

your store, your selling job is 
half done. For shoe customers natu- 
rally patronize the store that looks 
the nicest, and by its very appear- 
ance promises better shoes and better 
service. And that is why, if you dress 
up your store with a Pittco Store 
Front, people not only talk about it, 
but buy there. 

Shoe merchants throughout the 
country have used Pittco Fronts to 
build up business. And they have 
found, almost invariably, that a Pittco 


BOOT AND SHOE RECORDER, Febrwary 


Front draws more trade and a better 
class of trade to their stores. Further, 
they have found a Pittco Front in- 
creases their unit of sale, and gives 
them a larger margin of profit. 
Remodel your shoe store with a 
new Pittco Front. Our staff of store 
front experts will gladly cooperate 
with you and your architect in plan- 
ning a front suited to your needs. 
And so that you'll have complete in- 


PLETSO 


CARRARA STRUCTURAL Guiass + PiTrco STORE FRONT METAL * 
PITTSBURGH POLISHED PLATE GLass * TAPESTRY GLASS 


PITTSBURGH MIRRORS °* 


A tahiti 
metal... paint 


PITTSBURGH PAINTS 


13, 1937 


Here is a shoe store in Galesburg, Ill., as it 
looked before and a _ being remodeled with a 
new Pittco Store Front. Use a Pittco Front to 
make your store more attractive, to draw more 
trade and higher class trade. 


formation ... send the coupon for 
our new book “Producing Bigger 
Profits with Pittco Store Fronts.” 
It’s just off the press, and contains 
facts, figures and photographs on 
Pittco-modernization everywhere. 


PITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years to pay for your 
new Pittco Front. Pay 20% down, 
then settle the balance out of income. 


PITTSBURGH: 
* PLATE GLASS COMPANY 





Pittsburgh Plate Glass Com: 
2108 Grant Bldg., Pittsburgh, 

Please send me, without peneas 
your new book entitled * Bigger 
Profits with Pittco Store Fronts.” 





When writing advertisers please mention Boot and Shoe Recorder 





